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Rough Proofs 


Amateur radio shows are now 
going over so big that before long the 
amateurs will have to organize to 
keep out the professionals. 


77 


The new Montgomery Ward catalog 
is the biggest since 1921. The na- 
tional association of R.F.D. carriers 
has gone into executive session in 
order to frame an appropriate resolu- 
tion of thanks. 


* & F 


Fortune is to make an annual 
award “for achievement in industrial 
administration.” Meeting the weekly 
payroll fifty-two times a year should 
serve as a major qualification. 


vvyv 


Intourist, Inc., is increasing its ad- 
vertising as a means of attracting 
visitors to the U. S. S. R. Must bea 
few going over besides college pro- 
fessors, magazine writers, parlor 
pinks and brain trusters. 


7 3 ? 


The dairy industry has let the pub- 
lic in on the secret that milk is good 
for that morning-after headache. But 
the old-fashioned drinker will con- 
tinue to rely on a hair of the dog that 


bit him. 


7’? 7 


“You can’t sell bananas at the 
beauty counter,” warns McCall’s. But 
every smart beautician has found out 
there’s a big and reliable demand for 
banana oil. 

YF 


Salesmen, as readers of advertis- 
ing, are the least gullible, reports the 
University of Toledo. Trust a fish- 
erman to beware of the other fellow’s 
lure. 

vvyv 


G-E is marketing a grinder for 
kitchen waste that is expected to put 
the garbage pail out of business. And 
it will also make the garbage man a 
victim of technological unemploy- 
ment. 

’ VF 


If garbage is eliminated, what will 
become of the old-fashioned city 
which used to brag that it ran the 
electric light plant with the steam 
from the municipal incinerator? 


vvyY 


A new line of women’s shoes, 
Rhythm Step, is to feature both style 
and comfort. With the aid of motion 
Picture stars, it is hoped to make the 
comfort angle acceptable. 


. F 


The toughest commercial assign‘ 
Ment is to convince women that they 
have a right to expect to be both 
stylish and comfortable at the same 
time. 

vv? 


Chevrolet’s soap-box derby has cre- 
ated so much excitement that the 
soap manufacturers are now having 
to work over-time in order to supply 
the demand. 

, F 


Advertising of vitamin content is 
to be checked up by the food and drug 
administration. The life of a copy- 
writer gets harder and harder. 


vvy 


Of all sad words of tongue or pen, 

The saddest are these: 

“If I’'d only sunk my putt on the 
eighteenth green, I’d have broken a 
hundred.” 

Cory Cus. 


WESTERN CHAIN 
STORES BATTLE 
MUTUAL ENEMY 


Tax Peril “Inspires Huge 
Advertising Protest 


San Francisco, Cal., Aug. 1.— One 
of the most intensive campaigns to 
combat proposed legislation ever 
undertaken broke last week under 
the sponsorship of all chain store 
organizations in California, in all 
mediums which could be _ utilized 
immediately for a smashing attack. 

Just before the termination of the 
present session of the California state 
legislature, a tax law was submitted 
to the governor after the approval of 
both houses, proposing a graduated 
tax on all chain stores. The fee 
starts at $2 for the first store and 
doubles up to ten—the ninth store 
paying $256—and each store there- 
after would be taxed $500 a year. 

This schedule entailed an addi- 
tional burden, over and above present 
license fees, of $1010 for the first 
nine stores and $500 for each suc- 
cessive member of the chain. One 
corporation alone controls approxi- 
mately 180 stores in San Francisco, 
involving a scheduled tax of $85,000 
annually. With 1,300 stores in this 
one chain, Safeway Stores, Inc., the 
new impost will amount to a total 
of $650,000 annually, amounting to 
approximately 80 cents per share on 
the outstanding common stock. 

Representatives of 35 chain store 
organizations, most of whom agreed 
that enactment of the bill was a fore- 
gone conclusion, attended a general 
meeting, at which the advertising 
campaign was planned. Executives 
of the association approved the ex- 
penditure to support what was an 
admittedly lost cause because officials 
felt that sufficient doubt as to the 
constitutionality of the bill existed 
to warrant laying the groundwork 
for whatever course of action might 
be undertaken after the outcome had 
been decided. 


Has Secondary Purpose 


Almost simultaneous with the an- 
nouncement that the bill had gone to 
the governor for his signature, the 
chain store group released a bom- 
bardment of advertising, not so much 
to prevent the signing of the bill, as 
to arouse public feeling. The bill 
was subsequently signed. 

Consumer surveys had indicated 
that chain stores sold approximately 
$480,000,000 worth of goods a year 
at an average cost of 10 per cent less 
than prices prevailing at independent 
stores, according to the chains. The 
advertisements stressed the fact that 
passage of this bill would result in 
an increase in the cost of living 
amounting to $48,000,000 annually. 

“Why raise the cost of living?” 
newspaper copy demanded. “Why 
increase unemployment? Why de- 
stroy industry? We have never been 
in politics and we are only defend- 
ing ourselves now against a vicious 
measure designed to destroy our 
business and force the people of 
California to pay tens of millions of 
dollars in higher cost of living.” 

“The so-called chain store tax bill 
now pending before Governor Mer- 
riam was drawn by our competitors, 
and they admit its purpose is to force 

(Continued on Page 29, Col. 3) 


HAPPY DAYS ARE BACK 


Once More the Driller’s Bit Bites Into 
c New Field of Potential Wealth / 
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Full-page advertisement run in 

Oklahoma City newspapers offer- 

ing stock in new oil fields. Note 

the line at the bottom: "No sales 

will be made outside of the state 
of Oklahoma." 


KOTEX-KLEENEX 
REFORM SYSTEM 
OF WHOLESALING 


Create ‘Factors’ to Distri- 
bute to Retailers 


Chicago, Aug. 1—A drastic reform 
in its distribution methods has been 
made by International Cellucotton 
Products Company in an effort to con- 
trol prices of Quest, Kotex and Kleen- 
ex. The company, according to a 
current announcement to the trade, 
has re-purchased from wholesalers 
their entire stocks of these products, 
together with the sanitary belts 
manufactured by the organization. 

This was followed by appointment 
of a new set of whoesalers who have 
been designated as “factors” or sales 
representatives for the company’s 
line. 

While the International Cellucotton 
Products Company declined to elab- 


(Continued on Page 29, Col. 1) 


Hearings on Copeland 
Bill Continue; Varied 


Views Are Considered 


Burnett Quits 
and Page-Wood 
Joins E-W & Co. 


Chicago, Aug. 1.—Resignation of 
Leo Burnett as vice-president and ac- 
quisition of Gerald Page-Wood have 
been announced by Erwin, Wasey & 
Co., Chicago. 

Mr. Burnett, who has been in 
charge of the creative department, 
will form his own agency in Chicago, 
according to present plans. He has 
established temporary headquarters 
in the Palmer House. Mr. Burnett 
will handle the advertising of Real 
Silk Hosiery Mills, Inc., Indianapolis. 

Mr. Page-Wood, who has been vice- 
president of Roche, Williams & Cun- 
nyngham, Chicago, served Erwin, 
Wasey & Co. for many years, being 
a vice-president in the Chicago office 
of the agency from 1916 to 1929. 

Associated with Mr. Burnett will 
be the following: John Jennings, as 
art director; Joseph T. Ainley, radio 
director; John W. Riley, production 
manager; Jack O’Kieffe and Margaret 
Stevens, copy; and John Olson. 


Ban on Dealer 
Helps Opposed 


Washington, D. C., Aug. 1—M. J. 
Donnelly of Chicago, speaking for 
brewers who do an interstate busi- 
ness, protested to the Senate Finance 
Committee this week against inclu- 
sion of beer in the provisions of the 
pending alcohol control bill. He cen- 
tered his objections on sections of the 
bill prohibiting brewers from supply- 
ing retailers with free equipment 
such as electric signs and other ad- 
vertising devices. 

“Who furnished the mahogany bar 
or sign outside the door has no bear- 
ing on the habits of the man who 
drinks,” Mr. Donnelly asserted. 


Last Minute News Flashes 


Cadillac-La Salle Goes to MacManus, John & Adams 

Detroit, Mich., Aug. 2—The advertising account of Cadillac Motor 
Car Company, including advertising of both Cadillac and LaSalle, has 
been placed with MacManus, John & Adams, Inc., effective immediately. 
James R. Adams is account executive. 


Stephen Hoye Made “Fortune” Advertising Manager 
New York, Aug. 2—Stephen R. Hoye, who joined Fortune six years 
ago as a representative, has been appointed advertising manager to 


succeed F. DuSossoit Duke, recently resigned. 


The first of the year 


Mr. Hoye was promoted from Western advertising manager in Chicago 


to assistant advertising manager in 


New York. 


Awarded Injunction on Processing Tax 
Chicago, Aug. 2.—Federal Judge John P. Barnes late yesterday issued 
a temporary injunction restraining the collector of internal revenue 
from collection of AAA processing taxes on hogs, wheat and corn, in 
answer to petitions brought by 18 Chicago packing companies, the Quaker 
Oats Company, and Washburn-Crosby Company, Inc. 


M. S. Stone Space Buyer for Quaker Oats 


Chicago, Aug. 2.—Quaker Oats Company has created the new posi- 


tion of space buyer, with M. S. Stone in charge. 


Hawley, advertising manager. 


He will report to L. R. 


Mr. Stone will have the assignment of 
interviewing representatives, among others. 
affect the company’s agency relations... _— 


The new post does not 


Washington, D. C., Aug. 2.—Go 
ing into the second week of hear- 
ings before the subcommittee of the 
House on interstate and foreign 
commerce, the Copeland bill is be- 
ing criticized and supported by 
practically the same groups which 
were heard before the Senate Com- 
merce Committee earlier in the 
present session. 

The American Association of Ad- 
vertising Agencies, through John 
Benson, president, registered sup- 
port for the measure, declaring that 
“so far as the advertisers are con- 
cerned, we believe S. 5 is a good 
bill. It protects the honest adver- 
tiser from the competition of the 
dishonest advertiser.” He gave the 
measure “hearty approval,” adding 
that the bill was designed “to give 
the consumer more adequate pro- 
tection.” 

The National Publishers Associ- 
ation, represented at the hearings 
by Charles C. Parlin, supported the 
Copeland bill as now before the 
committee, calling it “well ma- 
tured,” adding that it “adequately 
protects the publishers.” 

As to the continuing contest over 
the governmental agency for en- 
forcing the terms of the bill, Mr. 
Benson held the view that the ad- 
vertising agencies were favorable 
to the Food and Drug Administra. 
tion. His reason was that this bu- 
reau of the Department of Agricul- 
ture already had jurisdiction over 
labeling. 


Many Views Presented 


As for the Federal Trade Com- 
mission, which several members of 
the House Committee have plainly 
appeared to favor, the four A’s head 
countered by saying that the Com- 
mission in its regulation of compe- 
tition in advertising has “done a 
good job,” although it has been ex- 
ceedingly slow in rendering 
opinions. Chairman .Chapman of 
the subcommittee sought to gain sup- 
port for Federal Trade Commission 
jurisdiction instead of the Depart- 
ment of Agriculture. 

According to the chairman, he 
has received from the National Edi- 
torial Association, support for the 
Senate bill as passed. This was 
placed in the record. 

The American Pure Food League, 
represented by Robert Allen, urged 
that the Copeland bill be made 
stricter. Mr. Allen questioned par- 
ticularly the constitutionality of the 
provision which would’ declare 
dietary food adulterated if its label 
fails to contain certain statements, 
if such statements are required by 
the Secretary of Agriculture. He 


(Continued on Page 26, Col. 1) 
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ADVERTISING AGE 


August 5, 1935 


Lux Moves Its 
Radio Theater 
To Night Spot 


New York, Aug. 2.—Having built 
one of the biggest afternoon audi- 
ences in radio history, Lever Broth- 
ers Company this week staged its 
first evening performance of the Lux 
Radio Theater over 60 stations in the 
WABC coast-to-coast network of the 
Columbia Broadcasting Company. 

Consisting of presentation of stage 
successes by leading actors and ac- 
tresses of stage and motion pictures, 
the show ran for 39 weeks over a 
National Broadcasting Company net- 
work beginning in October. It won 
a vast amount of voluntary publicity 
and was voted by various groups of 
critics to be the finest dramatic fea- 
ture on the air. 

By moving into the Monday eve- 
ning spot, the sponsors expect to add 
a couple of million more listeners to 
the Lux audience. Starting from 
scratch, they reaped rapid results in 
building the audience at 2:30 to 3:30 
Sunday afternoons. At the end of 
its NBC run, it was estimated, the 
show had an audience ranging from 
6,000,000 to 8,000,000. 

For some time, Lever Brothers 


sought an evening hour. The change 
is made solely because of the limita- 
tions of the afternoon broadcast, 
when the potential audience is not 
as great as in the evening, especially 
in the summer. There is no change 
in the structure of the programs. 

The first Columbia broadcast took 
place Monday night when Helen 
Hayes was starred in “Bunty Pulls 
the Strings.” Wallace Beery in 
“Lightnin” its the attraction next 
week. The hour is 9 to 10 p. m. 
EDST. J. Walter Thompson Com- 
pany is the agency. 


Southern Pine Group to 
Spend $7,000 Monthly 


Following a meeting of the adver- 
tising and trade extension committee 
of the Southern Pine Association, 
New Orleans, it was announced that 
the sum of $7,000 a month had been 
set aside for that work. 

V. A. Stibolt is manager of the 
association’s advertising and trade 
extension department. 


“Advertising Age” 
Moves Chicago Office 


Effective Aug. 5, the Chicago offices 
of Advertising Publications, Inc., 
publisher of ADVERTISING AGE and 
Industrial Marketing, will be moved 
to larger quarters at 100 E. Ohio St. 

The new telephone numbers will 
be Delaware 1337 to 1340. 


CERTO AIR SHOW 
TAKES LISTENERS 
TO STATE FAIRS 


Is Part of Largest Effort on 
Product’s Behalf 


New York, Aug. 2.—The fact that 
Certo has been used frequently in 
jellies and jams winning awards in 
state fairs for some years and that 
General Foods Corporation has had 
the product on display in booths at 
such fairs in past years has led to 
a definite radio tie-up in which each 
weekly program, in imagination, is 
broadcast from a different state fair. 

The new program is featured as 
“Lanny Ross and His State Fair Con- 
cert” on the Blue Network of the 
National Broadcasting Company once 
a week. Music is by a semi-sym- 
phonic orchestra directed by Howard 
Barlow. The series runs for seven 
weeks while Jack Benny is on vaca- 
tion, 


KEEP YOUR 
EYE ON THE 
MINNEAPOLIS 


STAR 


“But, dear, he had such nice eyes” 


Potent buying power responding to potent advertising, 
not handsome salesmen, is the true No. 1 reason why 
lowans bought 23.5% more electric refrigerators the first 
four months of this year than last, and 1934 sales ran 


37.7% ahead of 1933. Every day The Des Moines 


Register and Tribune reaches more than a quarter million 


able-to-buy lowa families at lowest milline rates in lowa. 


CERTO MAKES IT EASY 


How Roena Radez... 


One of the magazine advertise- 

ments in the new campaign for 

Certo, product of General Foods 
Corporation. 


The state fair setting is a novelty 
providing forceful registry of the 
idea that practically every state fair 
jelly champion is a user of Certo. 
The commercials are written to in- 
terest not only housewives but hus- 
bands and children. They cover the 
process of jelly-making and its sim- 
plicity when Certo is used, and em- 
phasize the tastiness of the finished 
delicacy. 

Most General Foods sales terri- 
tories are receiving the support of 
heavy Certo newspaper advertising. 
These play up the general statement 
that there is no time to lose, that 
grapes, strawberries, etc., are at rock 
bottom prices. Another important 
appeal is that it takes but 15 minutes 
after the fruit is prepared to make 
Certo jams and jellies, with only 30 
seconds of boiling which eliminates 
the “boiled out” taste sometimes en- 
countered, and adds as much as 50 
per cent to the yield from a given 
quantity of raw material. 


Magazine Copy Continues 


The magazine campaign will con- 
tinue during the period covered by 
the radio show. It involves almost 
complete coverage of the country 
with four-color, page-size advertise- 
ments. On this schedule are setter 
Homes & Gardens, Country Home, 
Family Circle, Farmer’s Wife, Good 
Housekeeping, Ladies’ Home Journal. 
McCall’s, Sunset, True Story, and 
Woman's Home Companion. 

According to C. G. Mortimer, Certo 
sales and advertising manager for 
General Foods, this is the most sub- 
stantial promotional support ever 
put behind Certo. As usual, the fact 
that the advertising also promotes 
the sale of fruit, sugar, jars and 
rings is stressed in the merchandis- 
ing work. General Foods has urged 
grocers to identify these allied items 
with Certo during the fruit season. 


McMeekin to Chicago 


Lewis S. McMeekin has resigned 
as sales manager of the Boston 
Store, Milwaukee, to become sales 
manager of the Davis Store, Chicago. 
Sidney Lightstone, formerly of New 
York, has succeeded Mr. McMeekin at 
the Boston Store. 


./ADHESIVE-BACK 
LINOLEUM SEEN 
AS SALES HELP 


New Product Lightens Task 
of Installation 


New York, Aug. 2.—A new prod- 
uct of the floor covering industry ex- 
pected to give sales a very substan- 
tial lift was introduced to more than 
100 managers and sales managers of 
Congoleum-Nairn, Inc., at its plant 
in Kearny, N. J., where a national 
sales convention was held this week 
and Adhesive Sealex linoleum applied 
to floors like gummed tape to a 
package, was formally launched. 

Advertising plans are rapidly near- 
ing completion. McCann-Erickson, 
Inc., has the account. The conven: 
tion was devoted to sales problems 
and particularly the merchandising 
features of the new product. 

Merchants generally will get their 
first view of the adhesive inlaid 
linoleum Aug. 5 when the New York 
floor covering opening is held. A 
motion picture, “Turning Progress 
Into Profits,” exhibited at the con- 
vention, will be shown three times 
daily giving a wide range of infor- 
mation on the adhesive Sealex lino- 
leum. After that, the film will be 
shown in every major city of the 
country. 

The product, patented and manu- 
factured exclusively by Congoleum- 
Nairn, Inc., was developed in five 
years of experimentation by the com- 
pany’s research department. Mar- 
keting tests in selected sections of 
the country revealed a ready con- 
sumer acceptance. 


Installation Easy 


The adhesive is applied at the fac- 
tory, requiring only the addition of 
water washed over the under side 
with a brush before laying to fix it 
firmly to wooden or cement floors 
above grade. Installation is thus 
reduced to three steps, cutting to fit, 
wetting and laying. 

This simplicity is the product’s 
outstanding appeal, and it is counted 
on to greatly increase the sale of 
linoleum. Advertising appeals made 
in promotional material include the 
saving of money through elimination 
of felt and paste, elimination of 
muss, increased strength of floor be- 
cause of firm attachment of the cov- 
ering to the structure beneath and 
saving of labor and labor expense. 

Furthermore, the housewife need 
vacate the average room requiring 
16 square yards only two to three 
hours, after which furniture may be 
replaced and the daily routine re- 
established. In addition to these new 
appeals, the usual ones of long wear, 
stainlessness, easy cleaning, variety 
of patterns and decorative ideas are 
used. The adhesive back linoleum is 
called the “greatest advance in inlaid 
linoleum in 20 years.” 


Monarch Metal, Heck 


Accounts to Daugherty 


The Monarch Metal Weatherstrip 
Company, St. Louis, has appointed 
Jimm Daugherty, Inc., of that city 
as advertising counsel. Sectional ra- 
dio test campaigns will be released 
soon in a few key cities. 

The Halitosine Company, maker of 
antiseptic mouth wash and tooth 
paste, has purchased and will manu- 
facture Heck deodorant. The adver- 
tising of Heck will be handled by 
Jimm Daugherty, Inc., agency for the 


other Halitosine products. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound Sth edition of “Reserve Illustrations.’ 

Ea? 1000 subjects, covered by model releases, ready to use. 
; Catalogue also on approval (U. S. only) if you prefer. 


- UNDERWOOD & UNDERWOOD 


NEW YORK 
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August 5, 1935 ADVERTISING AGE 


LITTLE 
ORPHAN ANNIE 


Because they run the whole gamut of human 
emotions, the Comics are among the first and 
best read sections of the Sunday paper. 


There are plenty of reasons why advertisers are 
serious about Comics. The first one (so we 


won't mention the rest)—RESULTS. 
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CcCOmMICcS 
e Baltimore SUN-Boston GLOBE- Buffalo TIMES-Detrait NEWS Advertising Offices 
Cleveland PLAIN DEALER-Philadelphia INQUIRER-ChicagoTRIBUNE | METROPOLITAN new YORK -CHICAGO 
goors SUNDAY | s SAN FRANCISCO- 


New York NEWS-Pittsburgh PRESS-Weeshington STAR: StLouis GLOBE-DEMOCRAT NEWSPAPERS, Inc. 


CIRCULATION, 


6.068300 
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ADVERTISING AGE 


August 5, 1935 


Hal Horne Will 
Aid Advertisers 
In Use of Humor 


New York, Aug. 1.—Hal Horne, for 
the past five years director of adver- 
tising for United Artists Corporation, 
has resigned to open his own offices 
at 551 Fifth Ave., where he will head 
a service organization to work with 
agencies in creating humorous cam- 
paigns in all mediums. Monroe W. 
Greenthal, director of exploitation for 
United Artists since 1931, has been 
named advertising director. 

Prior to his association with Unit- 
ed Artists, Mr. Horne was connected 
with several theatrical enterprises as 
a production executive. His adver- 
tising work has been marked by lib- 
eral applications of humor, an out- 
standing campaign of this type which 
he created being the introductory ad- 
vertising on “Palooka,” for which he 
received the American Spectator’s 
award in 1934 for the best copy of 
the year. He has made a life-long 
study of humor and its application to 
stage and business, and is credited 
with having collected the largest li- 
brary on humor. 

One other experienced advertising 
man, George Daws, formerly public- 


ity director for Goldwyn, is associ- 
ated with Mr. Horne. The organiza- 
tion also includes Irving Brecker, 
one of Broadway's best gag men, and 
A. P. Lipscott, who has collaborated 
with Eddie Cantor and other well- 
known comedians. 


WWL Is Added to 
Columbia System 


WWL, New Orleans, will become 
a part of the Columbia Broadcasting 
System network Nov. 1. The hourly 
rate for evening time will be in- 
creased $25 Aug. 10 to $250. 

This station, operating on 10,000 
watts with a frequency of 850 kilo- 
cycles, will replace WDSU, New Or- 
leans, operating on 1,000 watts and 
1,250 kilocycles. 


Name Foster & Davies 

Benjamin Electric Company, Des 
Plaines, Ill., maker of reflectors and 
commercial and industrial lighting 
equipment, has appointed Foster & 
Davies, Inc., Cleveland, to handle its 
advertising. Business publications 
and direct mail will be used. The 
agency has also been named to direct 
advertising of liquors for Weideman 
Company, Cleveland. 


Freund Agency Moves 

Morton Freund Advertising, New 
York, has moved to larger quarters 
at 400 Madison Ave. The new tele- 
phone is Wickersham 2-7985. 


Liquor Account Placed 
with Alfred Rooney Co. 


Brown, Wright & Co., New York, 
importers and distributors of a num- 
ber of wines, liquors and cordials, 
have appointed Alfred Rooney Com- 
pany, New York. 

A newspaper campaign on this 
client’s Sage of Kentucky whisky 
has been released in Michigan. News- 
papers, class magazines and business 
publications will be used. 


Leaves Donnelly Company 


June Holt, after thirteen years as 
advertising manager of the Donnelly 
Garment Company, Kansas City, 
maker of Nelly Don dresses, has re- 
signed. The matter of a possible ap- 
pointment of a successor as advertis- 
ing < ee will not be decided until 
Jan. 1. 


Club Issues Guide 


The Boston Advertising Club has 
issued a 70-page book, “The Adver- 
tising Buyer’s Guide and Sample 
Book,” containing a directory of the 
club’s membership, and advertising. 
Arthur M. Sherrill is chairman of the 
publication committee, and A. 
Hall, business manager. 


Photographers Convene 


The Photographers’ Association of 
America held its first national con- 
vention in several years at Cedar 
Point, O., July 30-Aug. 1. 


=, 


BUY YOURS 


Mateo Gotu. te, are selling “four out of five” in 


Baltimore, you can “go places” in this market with News-Post Advertising. 
For The News-Post, with its quickened tempo of news, editorials, features, 
comics, sports, carries your story to the quick-thinking, quick-acting, quick- 
buying people of present-day Baltimore. And gives you maximum coverage 
at minimum cost—170,062 (or 84.6%) of the families in Baltimore’s ABC 
city zone—plus 30,997 families in the surrounding territory—all for 35¢ a 
line. Ask your advertising manager to recheck Baltimore before he builds 


your next schedule. 


BALTIMORE 


NEWS-POST 


Baltimores Outstanding Mewspaper 


Represented Nationally 


Hearst International Advertising Service, 


Rodney Boone, General Manager. 


lation in the South ... 


The Baltimore Sunday American has the largest circu- 
229,832, and still going up. 


COMFORT KEY 
TO LARGE SALES, 
AVERS NYSTROM 


Surpassed Only by ‘Youth’ 
as Sales Appeal 


Chicago, Aug. 1.—‘“Youth” and 
“comfort” are the two key words in 
modern merchandising, Paul H. 
Nystrom, professor of marketing at 
Columbia University, told retailers 
at a luncheon at the Palmer House 
today. Dr. Nystrom’s address, which 
was broadcast over a local radio sta- 
tion, was delivered to dealers attend- 
ing the semi-annual fashion merchan- 
dise exhibit staged by George M. 
Stewart, of New York. 

During the high-pressure selling 
days of the 20’s, Dr. Nystrom told his 
audience, consideration for the con- 
sumer was one of the factors to 
which little or no attention was paid. 
Chairs were carted away and sales 
folk were told to sell the prospect 
and be quick about it. 

Thus, buying has become drudgery 
and the public has done as little of 
it as possible, he argued. Comfort 
must be restored to purchasing, he 
contended, so that modern women 
will spend as much time in stores as 
their grandmothers did, and make up 
their minds in an atmosphere of 
leisure. 

As for “youth,” the speaker argued 
that the average spender of today is 
actually several years younger than 
those of a decade ago. Youth and vigor 
won out during the depression, when 
old age and experience dropped by 
the wayside. The redistribution of 
wealth has also been partly responsi- 
ble for the new order. 


All Seek Fountain of Youth 


But even where money and graying 
locks go hand in hand, the key to 
the personal philosophy of the ma- 
jority is still youth, Dr. Nystrom as- 
serted. Those who are middle-aged 
wish to stay the hand of time. Those 
who are old wish to turn the clock 
back. Thus, 99 per cent of the peo- 
ple are either young, or are thinking 
of means and ways of appearing so. 

Dr. Nystrom said that many busi- 
ness factors are favorable, but that 
the retailer must be on the alert to 
give his clientele what it wants at 
the time it wants it. He charged 
that education of retail sales forces 
has practically ceased and as a re- 
sult, retail selling morale is at the 
lowest ebb in years. Whether a deal- 
er has one or 100 salesmen, he said, 
he should institute a systematic edu- 
cational campaign. The government, 
he said, is contemplating doing some 
work along this line through the De- 
partment of Commerce. 

Dr. Nystrom urged the retailers to 
improve their stores, though he be- 
lieves large expenditures are not 
justified at present. The trend is 
toward artistic simplicity, he  be- 
lieves, the movies, magazines, news- 
papers and automobiles having con- 
tributed to the education of the con- 
sumer along this line. While the 
mounting tide of artistic appreciation 
is not visible to the naked eye, it is 
constantly augmenting in volume. 


Provide Seats, Is Advice 


“All of the great American amuse- 
ments,” he said in closing, “revolve 
around the old-fashioned sport of sit- 
ting. Movies, radio and automobiles 
are examples. The advertiser who 


FOR MEN ONLY 


r— — 
| 


Typical magazine advertisement 

being used in the promotion of 

Top-Flite toiletries for men. (Story 
on Page 24.) 


can make sitting a part of his sales 
picture is in for prosperity. 

“I know one manufacturer of dish- 
washing equipment who urges the 
housewife to read a good book while 
tidying up after meals. He is mak- 
ing sales. 

“Housekeeping is still drudgery 
and the advertiser who concentrates 
on making it easy will find an atten- 
tive audience, with purse-strings wide 
open.” 


Kitchen Group 
Trend Leads to 


Colored Ranges 


Detroit, Mich., Aug. 1.—Possess- 
ing the only line of colored porce- 
lain refrigerators on the market to- 
day, Norge Corporation has started 
production of a companion line of 
gas ranges in matching color and 
design, forming a complete kitchen 
ensemble. 

In line with the company’s policy 
of building to meet consumer desires, 
the Norge line of colored porcelain 
refrigerators is a direct result of ac- 
tual balloting on eolor preference by 
an audience of 10,000 women who at- 
tended the Norge Kitchencraft show 
in Detroit last September. 

Although white and black com- 
binations are still high in feminine 
preference, nevertheless the trend 
toward ensemble kitchens and a 
growing desire for color were so 
marked as to warrant the addition 
of the line of colored Norge Rollator 
refrigerators. 


Kansas City Ad Club 
Holds Annual Picnic 


The annual picnic of the Advertis- 
ing Club of Kansas City at Unity 
Farm July 29 was attended by 600, 
the largest attendance at a club pic- 
nic in recent years. Charles D. 
Greason, The Gas Service Company, 
was general chairman. Wheeler God- 
frey, Barrons Advertising Company, 
was chairman of the prize committee. 

Ted Hofheins, Teachenor-Bartber- 
ger Engraving Company, held low 
score of 69 in the golf tournament 
staged in connection with the picnic. 
In the women’s division, Mrs. Milton 
Townsend held low score of 73. 


Lannon Opens Studio 
James A. Lannon, formerly art di- 
rector of McCall’s Magazine and more 
recently art director of United Ad- 
vertising Agency, has opened a free 
‘ance studio at 149 E. 40th St., New 
York. 


According to the 
spending 


scriptions is one of 


A MARKET OF 22,000,000 


America represent over twenty million buyers with an annual 
wer of twelve billion dollars. 
St. Anthony Messenger with over 140,000 full paid sub- 


tributed Catholic magazines in ¢ 
terest is proven thousands of times each month. 
Do not neglect this market longer. Order space in 
ST. ANTHONY MESSENGER 
The Popular Catholic Monthly 
1615 Republic St., Cincinnati, Ohio 


The ''Messenger'’ will deliver your message. 


most reliable statistics the Catholics of 


the most popular and most widely dis- 
~ country. Its reader in- 
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ADVERTISING AGE 


Boston is a Morning Paper City 


The largest grouped Buy- 
ing Power in New Eng- 
land can be reached AT 
A LOW COST through 


The Boston Post 


Even at the average income 
for ALL the families in New 
England the annual PUR- 
CHASES of the daily read- 
ersof Ohe Boston Post 


amounts to 


$648,692,546 


and it has been proved that 
their annual INCOME is 
many millions more than the 
general average— 


so they can afford to buy. 


June Net Paid,356,709 


For the Month of June the Boston Daily 
Post gained 16,966 copies per day over 
June, 1934, and the Boston Sunday Post 
gained 11,424 copies—without the use of 
Premiums, Contests or “Sample Copies.” 


he Woston Bost 


The Boston Post Net Paid Daily Circulation 


342,549 


Morning Herald, 122,927 poor pong ee Heald C 0 M B | N E D 


Morning Globe, 128,404 


Now we have PROOF 


2 out of ewery d3 


Greater Boston Women Newspaper 


Readers SHOP from 


MORNING 


Newspaper Advertising 


To get the FACTS about the buying habits of Greater Boston 
Housewives, a large Questionnaire-type advertisement was pub- 
lished in FIVE Boston daily Newspapers by a well-known, 
thoroughly qualified Research Organization. 


The intensity of coverage in this Survey reached 
THREE per cent of all English-reading families in 
BOSTON and THIRTY-ONE nearby Cities and Towns 
within the Greater Boston Retail Shopping Zone. 


In answering the Questionnaire women were required to give 
their name and address for checking purposes. 


The advertisement contained 93 questions for the women to 
answer. One was: 


Which newspaper do you usually read when 
making up your grocery order? (Check one.) 


Morning..... Evening..... No Newspaper 


The Survey PROVED that 842% 
of the women consult a NEWSPAPER 
when making up their Grocery order, 


“60% 


of the 84% consult a 


MORNING 


Newspaper. 


BOSTON is a 
MORNING Paper City 


The Boston Post has 91,218 MORE 
net paid circulation every day 
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EQUIPMENT IS 
GLORIFIED IN 
GILLETTE COPY 


Fights Cheap Blades With 
‘Institutional’ Effort 


New York, Aug. 2.—In a new cam- 
paign starting Monday with an in- 
sertion in newspapers throughout 
the country, the Gillette Safety Razor 
Company will deal with the machin- 
ery of production in the razor blade 
field, taking readers on pictorial and 
textual tours through its plant to 
bring home the point that better 
equipment means finer blades and 
better shaves. 

This will be the first Gillette cam- 
paign in newspapers in_ several 
months. Several hundred papers are 
on the list. The same story will be 
told in magazines, starting in week- 
lies Aug. 10 and monthlies in Sep- 
tember. The “regular” magazine 
schedule of some five weekly and 


eight monthly publications will be 
used again. 

In touring the factory, the superi- 
ority of the expensive machinery will 
be stressed. The object is to prove 
that the equipment and processes em- 
ployed turn out better blades than 
do establishments less adequately ma- 
chined, thus upsetting the arguments 
of hawkers of cheap blades. 

The cheap blade situation is not 
to be lightly regarded. It has devel- 
oped beyond the curbstone line and 
has gone through the doors of re- 
spected retail establishments. Within 
the past ten days, for example, Abra- 
ham & Straus, the Brooklyn depart- 
ment store, ran an 800-line advertise- 
ment on a half-price sale of “P & S 
Blue Ribbon” double-edge blades at 
50 for 50 cents, claimed to give 250 
shaves, the better part of a year’s 
supply. 


Talks to Retailers 


Preceding the consumer campaign, 
Gillette recently started publishing 
in trade papers a series of open let- 
ters to retailers on the folly of profit- 
less selling. The first letter pointed 
out that when retailers make money, 
so do manufacturers and when they 
do not, the manufacturer loses sales. 

“We are now in the midst of a 
trade convulsion,” it continued. “A 
complex exists that by offering mer- 
chandise at less than it costs to sell, 


some advantage may be gained. 
Yielding to this complex, retailers 
in certain areas are now foolishly 
slaughtering prices. 

“Step by step, in pursuit of the 
imaginary pot of gold at the foot of 
the rainbow, competitors follow them, 
cent by cent. Matching losses, penny 
by penny, no one has any advantage 
over the other. But the folly goes 
on! 


Urges “Concentration” 


“In your stock are a considerable 
number of products, the manufac- 
turers of which have a fair trade 
sales policy. Concentrate on these 
products. Manufacturers of this mer- 
chandise, backed by a fair trade 
policy, want you to earn a profit on 
its sale. In every legal way they 
can, they will help you make this 
profit. Under the fair trade sales 
policy of these manufacturers, you 
can make money today if you keep 
your feet on the ground and sell for 
profit instead of loss.” 

The first trade profit appeal closed 
with the statement that Gillette has 
a fair trade sales policy and is in 
complete accord with the principle 
of fair trade acts now in force in a 
number of states. The trade cam- 
paign is being handled from the fac- 
tory. Ruthrauff & Ryan, Inc., is in 
charge of the consumer advertising. 

In the trade paper campaign, Gil- 


DOMINATES 


the Minneapolis market 


LEADS IN CIRCULATION | 
LEADS IN ADVERTISING | 


oe 


LOWEST MILLINE RATE 


Minneapolis Tribune 


DAILY AND SUNDAY : > REACHES 
MOST FAMILIES AT LOWEST COST 


lette Safety Razor Company hopes it 
may be instrumental in discouraging 
some of the retailers from operating 
their businesses on the fallacy that 
cut prices are the only appeal that 
the consumer is interested in. The 
messages will be handled as editor- 
ials, rather than advertisements. 

According to Charles M. Pritzker, 
advertising manager, the copy does 
not attempt to sell Gillette products, 
but rather tries to emphasize the 
problems of today’s selling in a broad, 
unselfish way from a point of prin- 
ciple, 

The open letter series appears in 
American Druggist, Chain Store Age, 
Druggists’ Circular, Drug Store Re- 
tailing, Drug Topics, N. A. R. D. 
Journal and others. 

Concerning the consumer campaign, 
Mr. Pritzker says that it is expected 
to arouse a tremendous amount of 
human interest and to create a feel- 
ing towards the product that will 
establish firmly in the shaver’s mind 
the knowledge that when he buys a 
packet of Gillette Blue Blades he is 
buying a product “chuck full of hid- 
den qualities—the kind of qualities 
not visible to the eye but which are 
nevertheless there.” 

To back up the consumer advertis- 
ing, he said, a window display is 
being produced and a series of win- 
dow posters to be ready early in Sep- 
tember. The subject matter will 
synchronize with the illustration and 
copy theme used in the consumer ad- 
vertising. 


FTC Clarifies 
Stand on Trade 
Practice ‘Codes’ 


Washington, D. C., Aug. 1.—Dis- 
tinguishing between the types of 
practices which are violations of 
present law and those which are “un- 
ethical, uneconomical or otherwise 
objectionable,” the Federal Trade 
Commission today sought to clarify 
earlier statements. 


Group I Rules are said to appertain 
to “unfair methods of competition 
within the decisions of the Federal 
Trade Commission and the courts.” 
“Appropriate proceedings” for en- 
forcement will be taken in such cases. 
Group II rules “do not, per se, 
constitute violations of law. They 
are considered by the industry either 
to be unethical, uneconomical or 
otherwise objectionable; or to be con- 
ductive to sound business methods 
which the industry desires to encour- 
age and promote.” Such rules will 
depend upon the cooperation of mem- 
bers of the industry concerned, “ex- 
ercised in accordance with existing 
law,” for enforcement. Should viola- 
tions become “unfair methods of com- 
petition in commerce” then the Com- 
mission will proceed as under Group 
I, it is pointed out. 
Applications of approximately 40 
industries for trade agreements have 
been filed with the Commission and 
a large number of inquiries have been 
received as to the procedure to be 
followed. 


GULF REFINING 
PLANS IMMENSE 
SERVICE STATION 


Pittsburgh, Pa., Aug. 1—Joining 
forces with a Ford dealer, Gulf Re- 
fining Company, Pittsburgh, will 
open the largest combination gas 
station and auto dealership in ex- 
istence in the Squirrel Hill residen- 
tial section in this city, late in Oc- 
tober. 

The new station, with a floor 
space of 22,500 square feet, will be 
the first neighborhood sales and 
service station to be built and 
financed by an oil company in this 
area. 

The station will be a cooperative 
venture by the petroleum company 
and McKinley-Gregg Company, Ford 
dealer. Half of the space will be 
leased to the Ford dealer. The sta- 
tion will be second in size in the 
country only to the Standard serv- 
ice-center in Washington, D. C. 

The Gulf Refining Company will 
handle the gasoline, oil, and lubri- 
cation part of the business just as 
it does at its regular service sta- 
tions. Such sales and services as 
are generally handled by an auto- 
mobile dealership will be handled 
by McKinley-Gregg Company. 

A conventional Gulf service sta 
tion was operated at the selected 
corner until last week, when ground 
was broken for the new station. 
Exchange of prospective customers 
by Gulf Refining Company and the 
Ford dealer, it is believed, will be 
achieved mainly by the power of 
suggestion, through the beauty and 
efficiency of the jointly-operated 
station. 

When the experiment with neigh- 
borhood car sales and petroleum 
service was decided upon, Gulf Re- 
fining Company conducted a na- 
tional survey to find the best loca- 
tion. The corner is one where 21,000 
motor cars pass during 18 hours of 
the day. 

Another study was made to dis- 
cover how far a car owner is will- 
ing to drive for a lubrication job, 
or repair or adjustment by a garage. 
Eighty-five per cent of all motorists, 
it was found, will not drive farther 
than one and one-half miles for 
these services. Within a radius of 
one and one-half miles of the sta- 
tion there is a dense residential 
population. There is no Ford 
agency in the district. 


To Analyze Advertising 


“A Functional Critique of Adver- 
tising” will be the subject of 15 lec- 
tures to be given by James Rorty 
during the fall term of the New 
School for Social Research, 66 W. 
12th St., New York. Mr. Rorty, who 
has been associated with advertising 
as copywriter and account executive, 
will treat the subject from the point 
of view of the advertiser and con- 
sumer, in an analysis of methods and 
mediums of advertising. 


The Chicago Office of 
dvertising Age 


is now located at 


100 E. OHIO STREET 


Call DELaware 1337-8-9-40 
for all departments. 
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Off To A Fly 


From Nothing More than 
a Verbal Description of 


RADIO’S 


NEWEST 


Fire /s Su, 
Creu}, tion 


A New Kind of News Magazine 
For the Whole Radio Industry 


Pre-publication interest runs high!... 
Radio Today is off to a sensational start 
before first proofs are off the press! ... 
A surprise awaits the trade on the paid 
in advance subscriptions to be announced 
in September . . . The first issue of this new 
kind of news magazine is news itselfl. . . 


Radio Today will be more: than a new 
magazine. Edited for the whole radio in- 
dustry, it will be an entirely new kind of 
magazine. But it will fill a very old need. 
Between the covers of each issue, in con- 
cise articles tersely written, will be news 
of the whole radio industry for the whole 
radio industry... . Radio Today will be 
equally important, equally profitable, and 
equally essential to service men, dealers, 
distributors, broadcasters and manufac- 
turers —to anyone, in fact, whose income 
is wholly or partly derived from radio; 
whose interest is directly or indirectly 
connected with radio. .. . Radio Today, 
literally, will be radio's magazine! 


Radio Today will do more than report 
news: It will interpret news—construc- 
tively, authoritatively, impartially, fear- 


lessly. Its editorial objective will be to 


present clearly, readably, and quickly 
everything of importance about every con- 
ceivable phase of the complete picture of 
radio—from retail sales to service; from 
manufacturing to distribution; from new 
broadcasting services to new products; 
from television to facsimile; from legislation 
to propaganda. ... Radio Today will be 
news, instruction, entertainment, and guid- 
ance. It will mean money to every depart- 
ment of this great industry—and it will be 
entirely independent, controlled by no spe- 
cial group, tuning in no particular prop- 
aganda, broadcasting no subtle publicity. 


With its front-page editorial board, Radio 
Today can wall e the single publishing 
force that will bring together into one ag- 
gressive unit the many specialized fields of 
radio. With its inevitably important circu- 
lation, it can well be the single advertising 
medium you have wished for to present a 
single message to the entire industry. 


Complete details about Radio Today, with 
advertising rates and the story of the mag- 
azine, will be mailed promptly on request. 


RADIO TODAY 


The Business Magazine of the Radio and Electronics Industry 
CALDWELL-CLEMENTS, Inc., Publishers 


613 Grand Central Palace, New York City 


These Men Will Give You 
“RADIO TODAY” 


MAURICE CLEMENTS, Publisher: First man- 

ing editor of Radio Retailing. Founder of 
Hocbeskes. Former manager of Electrical Mer- 
chandising. Thirteen years with McGraw-Hill. 
One of the aut ies on radio and _glec- 
trical distribution his counsel is widely — 
by executives of leading companies in the 


industry. . 


DR. ORESTES H. CALDWELL, Editorial Di- 
rector: Founder, and editor for ten years, 

Radio Retailing. Co-founder, and editor for 
five years, of Electronics. Member of the first 
Federal Radio Commission. Director of Insti- 
tute of Radio Engineers. Member of Radio 
Committees of American Standards Associ- 
ation, American Engineering Council, Amer- 
ican Academy of Air Law, National Advisory 
Council on Radio in Education. The one man 
who has been given broadcasting time over 
leading chain and independent stations to 
help the public get better radio reception and 
service. Look him up in ‘“Who’s Who in 


America.”’ 
e 


WILLIAM C. ALLEY, Contributing Editor: 
Former managing editor of Radio Retailing. 
Resigned to become merchandising director 
of the Radio Manufacturers’ Association. Now 
merchandising counsellor with Trade Ways, Inc. 


LEE ROBINSON, an industry figure in radio 
and allied fields for the past 22 years, formerly 
editor and general manager of the Radio 
Merchant, wil be field editor. 


JOHN F. RIDER, Service Editor: Editor of 
Rider's Service Manual. Founder and former 
editor of Service. Former contributor to Radio 
Retailing. 
e 

DR. FRANKLIN S. IRBY, Contributing Editor: 
Formerly associate editor of Electronics. 
Now with Fox Films. Will write regularly on 


electronics. 
e 


RICHARD GILBERT, manager record depart- 
ment of G. Schirmer's, Inc., New York, con- 
tributor on recordings to leading magazines 
including Scribner’s, will be editor on phono- 
graph and record subjects. 


JOSEPH W. HOWE, JR., Eastern Manager: 
Formerly eastern representative of Radio 
Retailing. i 


R.RANDALL IRWIN, Western Editor: Former 
member of editorial staff of Radio Retailing. 
Also associate editor of Electrical Retailing 
and managing editor of Western —— 
Familiar with sound-picture developments 
Hollywood. 
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PUBLICIZE NEW 
STANDARD PENN 
SALES OUTLETS 


Motor Oil Drive Utilizes 400 
Western Newspapers 


San Francisco, Cal., Aug. 1—The 
Standard Oil Company of California 
has scheduled space for a motor oil 
campaign in 400 Western newspa- 
pers to inform Pacific coast motor- 
ists that Standard Penn is now 
available everywhere at Standard 
Oil dealers. 

Two other campaigns have been 
placed under way by the company. 
One campaign features’ actual 
stories of emergency aid rendered 
by station attendants, while another 
campaign, in Hawaiian newspapers, 
ties in with the Hawaiian Centen- 
nial of Commercial Progress. 

Standard Penn oil was introduced 
three years ago at Standard Sta- 
tions, Inc., and its authorized dis- 


tributors, and established sales rec- 
ords. The oil has now been placed 
on sale at all Standard Oil dealers, 
as well as at Standard stations. 

Besides supporting its dealers 
with the newspaper drive, the com- 
pany is issuing point of sale tie-ups 
in the form of window posters and 
smart island-display racks. 

Following closely on the heels of 
the first newspaper announcement, 
the company will distribute Stand- 
ard Penn through its dealers in new 
distinctive packages. 

In addition to the company’s 
newspaper advertising, the com- 
pany’s 1935 sales efforts are sup- 
plemented by  sustaining-advertis- 
ing, delivering millions of sales mes- 
sages weekly over 14 Pacific coast 
radio stations, and in hundreds of 
taxicabs operating in metropolitan 
areas. 


Uses Humorous Copy 


Copy for the Standard Penn mo- 
tor oil campaign in newspapers will 
be of the humorous type, emphasiz- 
ing the fact that distribution of 
Standard Penn has been widened. 
In one advertisement, aviators will 
be shown shouting across the dis- 
tance between their planes. “Say!” 
one calls out. “You Can Get Stand- 
ard Penn everywhere now!” The 
other pilot answers, “Absolutely— 


Standard 
wings.” 

Actual stories of assistance given 
by Standard service men in unusual 
emergencies have been utilized in 
another Standard Oil campaign, 
which is running in color-page sec- 
tions of West coast Sunday news- 
papers, and in black and white in 
other Western newspapers. Large 
headlines and illustrations are used. 

One advertisement tells how a 
motorcyclist was enveloped’ in 
flames from blazing gasoline, when 
his cycle skidded, and how a Stand- 
ard service man saved his life by 
prompt use of a fire extinguisher. 

“Of course,” copy states, “they 
are not exactly a rescue squad, but 
Standard service men offer more 
than a long list of valuable motor- 
ing services. They have a genuine 
willingness to help you—they take 
a real interest in your personal 
needs. . .” 

Each ‘advertisement features at 
the top a red oval, in which is 
printed in black and white the 
theme of the entire series, “A great 
habit that grows on you, the Stand- 
ard service habit.” 

Sketches at the sides of the pages 
illustrate some of the services ren- 
dered by the Standard service man, 
including complete lubrication serv- 
ice, tire checking, battery testing, 


Penn’s spreading its 


a short putt? 


Hows your short 


GAME. 


Maybe you’re one of the happy few who drive a ball 
300 yards straight down the fairway. But how’s your 
approaching and putting? It’s the little fellow, who lays 
them up close and one-putts every green, who wears 
down the big guns. 

Are you out for distance or a score in your radio ad- 
vertising? Ever thought of following up a 300-yard 
national hook-up drive with a niblick to the green and 


The scores are made on WOR’s “green” —a 7-billion- 


dollar market. Control your short game, and the rest 
will take care of itself. 


WOR 


and others. At the bottom of the 
page appear the words, ‘“Unsurpass- 
ed Standard Service, Unsurpassed 
Standard Gasoline.” 


Special Hawaiian Campaign 


Standard Oil Company of Cali- 
fornia was the pioneer in establish- 
ing highway service stations. The 
first station of this kind was built 
by Standard in Seattle in 1907. 
Standard also pioneered in this 
direction in Los Angeles, and early 
acquired the chain independently 
started by the National Supply Com- 
pany in 1914. 

By the end of 1915, Standard was 
operating 24 stations in Los An- 
geles and many units of what was 
to become the large system of to- 
day had already been opened in 
other coast cities. 

In honor of Hawaii’s Centennial 
of Commercial Progress, celebrating 
the Islands’ commercial growth 
since one small sugar mill was 
started on the Island of Kauai 100 
years ago, Standard Oil of Califor- 
nia has inaugurated a_ striking 
series of full-page weekly institu- 
tional advertisements in Hawaiian 
newspapers. 

The advertisements are historical 
sketches of each of the Islands’ ma- 
jor industries, with the Standard 
Oil advertising minimized. The 
sketches pay tribute to the sugar in- 
dustry, and to King Pineapple, 
hailed as Hawaii’s second producer 
of prosperity. 

Following pages in the series are 
devoted to the Islands’ natural 
beauties, to the city of Honolulu. 
shipping, and the part of the fed- 
eral government in developing the 
Islands’ prosperity. 

McCann-Erickson, Inc., San Fran- 
cisco, handles advertising of the 
Standard Oil Company of California. 


Restricts Liquor Ads 


Under regulations affecting the 
sale of intoxicating liquors in Wis- 
consin, issued by Robert K. Henry, 
state treasurer, no person may send 
into Wisconsin or publish a letter, 
posteard, circular or pamphlet con- 
taining an advertisement or solicit- 
ing an order for intoxicating liquors 
unless he is licensed to traffic in in- 
toxicating liquors. 


Major Networks 
May Drop News 
Of P-R Bureau 


New York, Aug. 1—That the two 
major radio networks will find the 
Press-Radio Bureau’s service super- 
fluous and will abandon orthodox 
news broadcasts is predicted by ex- 
perts here. Columbia Broadcasting 
System will resume the March of 
Time Aug. 26, this feature being 
scheduled for five 15-minute periods 
weekly. 

Great Atlantic & Pacific Tea Com- 
pany is reported to be deeply inter- 
ested in a dramatized news program, 
with the flashes being purchased 
from United Press. If its plans ma- 
terialize, this sponsored feature will 
supplant Press-Radio news on NBC, 
according to gossip. The A. & P. 
broadcast will also utilize five 15- 
minute periods weekly. 

Press-Radio Bureau is operated un- 
der direction of the Publishers Na- 
tional Committee of the American 
Newspaper Publishers Association, 
Though originally formed to bring 
peace between radio and newspapers, 
it has fallen short of the purpose, 
particularly since advertisers began 
to realize the possibilities of spon- 
sored news broadcasts. 


Distilleries Incorporate 


Articles of incorporation for four 
new distillery companies to be lo- 
cated in Covington, Ky., were filed 
July 29. They are: Eminence Dis- 
tillery Company, New Hope Distil- 
lery Company, Old E. L. Miles Dis- 
tillery Company, and Old Fible and 
Crabb Distillery Company. The 
stockholders are John D. Powell, 
Nell Powell, and Arthur Rasch, all 
of Columbus, O. 


Transfers St. Clair 


The American Weekly has trans- 
ferred John P. St. Clair from the 
Chicago office to the Detroit office, 
Mr. St. Clair has been associated with 
The American Weekly for the past 
two years, and was formerly auto- 
motive advertising manager of the 
Chicago, Herald and Examiner. 


A good pitcher 


has something 


on the ball 


plenty on the ball. 


And why not! 


their most receptive mood. 


NATIONAL 


577,503 
men readers 
(ABC) 


HUNTING 


Boston New York 


So has a good magazine—something that makes its readers 
want to read every page of it—something that brings more 
inquiries and more sales to advertisers. 


Judging by what many of our advertisers are telling us, the 
National Sportsman—Hunting & Fishing combination has 


It offers to advertisers of men’s products an 
opportunity to talk to 577,503 free-spending sportsmen in 


No wonder it’s a topnotch result-getter. 


SPORTSMAN 


& FISHING 


Chicago Philadelphia 
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In Oklahoma and lexas, In Minnesota, Iowa 


$72 861000 iw annual amie Wisconsin 
Retail Drug Sales - $62,252,000 in annual 


939,481 Subscribers to retail drug sales - 
General Magazines 1012,525 subscribers to 
General Magazines 


Regardless of the field you are in, the story of sales volume versus circulation appears strikingly 
similar to the above analysis of retail drug sales ——17.1% more sales and 7.3% less circulation in 
Oklahoma and Texas than in most any group of three northern or eastern states. 


You cannot properly cultivate sales, whether they be drug, hardware, grocery, wearing apparel, auto- 
motive or whatnot, in Oklahoma and Texas unless The Farmer-Stockman appears on your list. 


The peak season for cash income—and consequently for sales volume—will be reached during the 


next five months in Oklahoma and Texas. Do not neglect this market through failure to completely 
cover it with Farmer-Stockman advertising. 


The FARMER-STOCKMAN 


OKLAHOMA CITY, OKLAHOMA 


NOW More Than 224,000 Circulation 
Thoroughly Covering Oklahoma and North Texas 
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Business Confidence Returns 


The most marked characteristic of 
the business situation at present is 
not so much statistical as psycho- 
logical: the evidence of a renewed 
confidence among leaders of trade 
and industry in the essential sound- 
ness of the present forward move- 
ment toward recovery, and the be 
lief that basic economic factors are 
strong enough to overcome whatever 
adverse influences are presented 
from political and other quarters. 

The more favorable business senti- 
ment now in evidence is justified by 
reports of earnings for the first half 
of the year. Convincing indications 
of ability to show a profit under 
present conditions are decidedly 
heartening, especially when many of 
these good reports are being put out 
by companies making capital goods, 
reflecting increased demand for in- 
dustrial equipment and other durable 
products. This in itself is a demon- 
stration of renewed confidence. 

While conservative observers are 
warning business against too opti- 
mistic an outlook, pointing to re- 
duced carloadings, restricted build- 
ing operations, employment figures 
and other adverse factors, it seems 
to us that the feeling of business 
men themselves is certain to play a 
most important role in determining 
the volume of business and the rate 
of acceleration during the fall and 
winter months. Business has learned 
that it can succeed even though the 
skies are not entirely free of clouds, 


and even though the future must 
solve many difficult problems, such 
as that presented by increasingly 
heavy taxation; and based on that 
feeling, business is preparing to 
move forward with a more confident 
step. 

From the merchandising stand- 
point, it is evident that those com- 
panies which designed, sold and ad- 
vertised aggressively during the first 
six months of 1935 more than reached 
their sales objectives. Once again 
it is evident that sales success must 
be earned by the production of bet- 
ter and more attractive products, 
planned merchandising, and adver- 
tising that tells a sound story in an 
interesting and convincing way. 
Businesses which have been operated 
along that line in 1935 have gone 
forward, and their executives expect 
the second half of the year to tell an 
even better financial story than the 
first half. 

Under these conditions, it seems 
to us that advertising should be able 
to play an increasingly important 
role in accelerating the return of 
complete recovery, which, after all, is 
a matter of consumption of goods. 
Speeding up the movement of goods 
from producer to consumer is the 
function of merchandising, and in 
that process advertising of the right 
kind, which means the kind more 
and more characteristic of business 
in 1935, will carry its full share of 
the load. 


Advertising of the Utilities 


In the investigation of the lobbying 
for and against the Wheeler-Rayburn 
bill, efforts are being made to put 
the utilities on the defensive because 
of their advertising activities in op- 
position to the measure. 

The obvious answer is that it was 
and is the duty of every business 
which is threatened by adverse legis- 
lation to inform its stockholders, em- 
ployes and the public of the facts, 
so that the development of public 
opinion may play a legitimate part in 
determining the final decision on that 
subject. 

However, we think there is a moral 
in the situation for the utilities and 
other businesses which reserve their 
use of advertising for emergencies 
such as this one. Advertising can be 
used with sensational effect under 
those conditions, but it would be far 
better, from the standpoint of public 
relations and general policy, to cul- 
tivate public good-will regularly, so 
that the emergency would find the 


advertiser with contacts already es- 
tablished and a friendly audience 
prepared to. listen to the facts re- 
garding any controversial subject 
affecting its interests and that of the 
public. 

The vigorous advertising which 
has been done in behalf of the utili- 
ties has undoubtedly influenced the 
course of current legislation, and 
thus has fully justified itself. But it 
is probable that had the utilities done 
the sort of advertising and publicity 
job which should have been done 
during the past ten years the atti- 
tude of legislators toward the in- 
dustry would have been more favor- 
able, and the course of punitive and 
unfair legislation even more difficult 
than it has proven. 

Big business should recognize the 
immediate requirements of the sit- 
uation: to put its house in order, and 
to cultivate the understanding and 
friendship of the public, as a con- 
tinuous, uninterrupted program. 


SOME MORE DISTRUST OF ADVERTISING 


6-24 FLED NEKNEL. 


THE COLONEL 
Yl}. 


4 


—New York Sun. 


"Sure, | saw it! . . . but another one says, ‘Wear Zippo reducing 
girdle,’ so | ain't paying attention to any of them.” 


Voice of the Advertiser 


These Should Clear Up 
the Big Black Whale Case 


To the Editor: Rough Proofs in 
your July 22 issue says: 

“Association -of-Ideas note: Sin- 
clair’s big black whale reminds old- 
timers of the big black whale which 
used to advertise Sapolio. He must 
be glad to get back to work.” 

This old-timer is reminded that 
“Soapine did it’—not Sapolio. Don’t 
you remember those little tin signs 
on trees, telegraph poles and store 
fronts—space costs zero? 

HoMER M. CLARK, 

Associate Advertising Manager, 

Lever Brothers Company, Cam- 
bridge, Mass. 
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To the Editor: Just to furnish ad- 
ditional corroboration of the belief 
you no doubt hold that Rough Proofs 
are read: 

Issue of July 22, second para- 
graph, reference to the big black 
whale: as of course you knew on 
second thought, it was not Sapolio 
but “Soapine did it.” 

And here’s something you’ll prob- 
ably be using in a future issue: 

We bet that General Electric Com- 
pany is less concerned with what 
the government’s G-men are accom- 
plishing than they are with what the 
army of G-E men are able to put 
over. 

ALLAN INMAN, 

Advertising Manager, Fitchburg, 

Mass., Sentinel. 
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To the Editor: Our attention has 
been called to a news item in your 
publication, crediting the use of a 
big black whale in advertising to 
Sapolio. 

The big black whale is the trade 
mark, or was used in connection with 
the trade mark of Soapine, not 
Sapolio, but it is frequently con- 
fused with the latter. 

Wo. F. C. BROOKER, 

Secretary, Enoch Morgan’s Sons 

Company, New York. 
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To the Editor: In response to the 
communication from Paul Truesdell, 
advertising manager of Universal 
Oil Products Company, Chicago, 
anent the big black whale referred 
to in your issue of July 22, will say 
that Mr. Truesdell is correct in his 


belief that the illustration was used 
in the advertising of Soapine and not 
Sapolio. 

The whale was shown in black 
with an oval white space in the 
middle in which the words, “Soapine 
did it” appeared. 

W. W. HALLocK, 
Eastern Advertising Manager, West- 
ern Newspaper Union, New York. 
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Begins to Understand 
“Power of the Press” 
To the Editor: What power your 
publication has! Small as the re- 
production of an advertisement may 
be, how closely it is pored over—a 
testimonial to reader interest you 
ought to put out in brochure form, 
with gold fly-leafs and silver spiral 
binding. 
This is brought about by the “Cof- 
feeitis” ad appearing in your issue 
of July 29. Two weeks ago, in your 


“Voice of the Advertiser,” you 
showed a reproduction of our “Let- 
teritosis” advertisement. The type 


was small and hard to read, but in 
Chattanooga they must believe that 
good things come in small packages. 
This is not a complaint, you under- 
stand. If Johnson Coffee Company 
wants copies of the rest of our “Let- 
teritosis” series we’ll be glad to send 
them along. 
In fact, we’re a little flattered. As 
we hope you folks are. 
R. F. BELLACK, 
Advertising Manager, Whiting- 
Plover Paper Company, Ste- 
vens Point, Wis. 
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No News 


To the Editor: You might tell 
Copy Cub that the spider biting 
the newspaper reporter was no news 
story. ’Twould have been a real 
news story if the reporter had bit 
the spider. 

A. E. HuBBAs5, 

Hubbard Advertising, Fort Worth, 

Tex. 
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Takes “A.A.” for Its 
Therapeutic Effects 


To the Editor: ADVERTISING AGE 
is even comforting when one is laid 
up in bed. At present I am recuper- 
ating from a slight accident and 


since last Monday I have read and 
reread your newspaper (or is it 
mine?) exactly ten times. I can 
hardly wait for the next issue to 
arrive on Monday. As it is I will 
have to wait until someone brings it 
home from the office for me. 

I am, however, chargiang you for 
this praise. In return for it I ask 
you to please get the booklets de- 
scribed on the enclosed clippings. 
Maybe they will help me while away 
the time until I am back on my feet. 

It is very uncomfortable writing 
in bed so that’s all now except thank 
you. 

LAWRENCE SICKER, 
Brooklyn, N. Y. 
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Second U. S. Study of 


Consumers Released 

To the Editor: The second study 
in the series of analyses on “Con- 
sumer Use of Selected Goods and 
Services, by Income Classes,” is being 
released July 30. This report covers 
Fargo N. D. On Aug. 20 “Con- 
sumer Use of Selected Goods and 
Services, by Income Classes” for 
Portland,, Me., will be issued as a 
third report. 

Since industrial and commercial 
organizations are showing so much 
interest in this series of studies that 
provide new materials designed for 
practical use in sales planning and 
advertising, our present effort is 
being directed toward covering at 
least one city in each census geo- 
graphical section of the country. 
Through our Washington headquar- 
ters, or the nearest office of this Bu- 
reau, can be obtained such additional 
information as may be desired con- 
cerning this series of reports per- 
taining to the consumer market for 
some of the commodities produced 
or distributed by your readers. 


Apa LILLIAN Buss, 


Chief, Consumer Market Section, 
Marketing Research and Service 
Division, Bureau of Foreign and 
Domestic Commerce, Department 
of Commerce, Washington, D. C. 
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The Uses of Advertising 
Are Many and Varied 


To the Editor: I clipped the en- 
closed advertisement today from the 
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ADJOURNS 


f| Congress can swelter|: 
i|and keep the country | 
fl suffering but me and}, 
the Supreme Court} 
Ei know when to quit. EF 


| unconstitutional 


| fold up with the lousy 
i] New Deal. | 


FOR SALE 


i i 
| Bring on a Brain-Truster | 
Kior some other darn fool 
| that voted for the Demo- | 
4) crats and bagged enough fj 
of the country’s billions # 
| to pay the price. 
At E| 

|=] 
i; 


i 
|: 


regular afternoon edition of the 
Akron Times-Press. 

Copy like this is not born after a 
few minutes of pencil-pushing; only 
after long travail and much suffer- 
ing does copy like this come forth, 
eh? 

Maybe it will bring a laugh to 
others who read ADVERTISING AGE as 
thoroughly as I do. 

A. T. MILLER, 
General Outdoor Advertising 


Company, Akron, O. 
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The 

October issu 
FARM JOURNAL, 
its first appearance 
in more useful and 
modern form, will 

contain 60 pages 

including cover. 


GRAHAM PATTERSON 
Publisher 
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Hamilton Elected to 
Head Legion Post 


L. Grant Hamilton was elected 
commander of Advertising Men’s 
Post No. 365, American Legion, De- 
troit, at a meeting July 24. Others 
elected were: K. Berdan, senior vice- 
commander; Luke E. Miller, junior 
vice-ccommander; Geo. P. Peters, ad- 


jutant; Sherburne Brown, finance 
officer; H. T. Bretelle, sergeant-at- 
arms. 


The post elected to the executive 
committee Walter Ryan, Jr., F. W. 
Levenseller, A. E. Dixon, and W. J. 
Schmitt. Mr. Hamilton and Jack 
Henderson were elected delegates, 
and F. W. Munro and Eugene M. 
Zuber were chosen as alternates. 


WCAE to Increase Power 


Station WCAE, Pittsburgh, has 
been given permission by the Federal 
Communications Commission to oper: 
ate with 5,000 watts, daylight service. 
Engineers have started plans for im- 
mediate installation of a new trans- 
mitter to step up the station’s power 
from 1,000 watts to the new level. 
WCAE is a member of the NBC Red 
network. 


Joins Seagram-Distiller’s 

George E. Mosley, for the past six 
years a member of General Foods 
Corporation’s advertising depart- 
ment, has resigned to become assist- 
ant advertising manager of Seagram- 
Distiller’s Corporation. 


To Introduce 
New Raincoat 


Of Bakelite 


Cleveland, Aug. 1—Following up|} 
its sensational success in offering || 
Weather gift package || 


the Stormy 
raincoat and talon-fastened Goose- 
skin Raingard in packaged form, 
the Arrow Importing Company will 
shortly place on the market the 
newest of all raincoats, the Arrow 
Waterbuck of Bakelite. 

The new Bakelite textile was de- 
veloped by Johnson & Johnson, and 
its use in the raincoat field is being 
confined exclusively to the Cleve- 
land raincoat firm. The Waterbuck 
is waterproof, resistant to chem- 
icals, will not chip or become 
sticky, can be washed and ironed, 
and weighs but 21 ounces. It will 
sell in the medium-priced field. 

Leading department stores and 
men’s specialty shops throughout 
the country will be approached to 
sell the Waterbuck as soon as the 
garment is ready for the market. 
Class and business publications, as 
well as direct mail, are being used 
to effect distribution. 

Advertising is being handled by 


BAKELITE COAT 


New Waterbuck raincoat, made 

of Bakelite, being introduced by 

Arrow Importing Company, Cleve- 
and, 


Griffin Advertising, Inc., of this 
city. Dealer helps to be offered in- 
clude window displays, counter 
cards, and newspaper mats, featur- 
ing Arrow products. 


BUYERS. 


Michigan present a real opportunity to 
advertisers because folks here are not 
only working but they have been work- 


ing long enough to be present-day 


There Are BUYERS 


IN THE 


Booth Newspaper Markets 
of 


MICHIGAN 


The Booth Newspaper Markets of 


And These Buyers in Michigan 
Read Booth Newspapers 


There are eight principal trade areas (outside of Detroit) that offer the great- 
est sales possibilities in this state of opportunities. 


Each is completely covered by a Booth Newspaper—a modern, metro- 
politan evening newspaper edited to serve the peculiar needs of its own market. 


These Booth Newspapers are all served by the Associated Press, United 
Press and International News Services—they influence the buying of more 
than a quarter of a million families. Your advertising 
message in these newspapers will be read with con- 
fidence in homes with money to buy. 


I. A. KLEIN, Inc. 
50 East 42nd St. 
New York 


BOOTH NEWSPAPERS, INC. 


180 N. Michigan Ave. 


J. E. LUTZ 


Chicago 


MORE EMOTIONAL 
THAN. RATIONAL 
APPEALS FOUND 


Personal Appearance Key- 
note of Most Copy 


New York, Aug. 1—The majority 


||}of general advertisers use more emo- 


tional than rational appeals in their 
magazine copy, according to “The 
Principles of Marketing,” a new 
book written by Henry F. Holtz- 
claw, professor of commerce, Uni- 
versity of Kansas, and published by 
Thomas Y. Crowell Company. 

Dr. Holtzclaw bases this state- 
ment on an analysis by another 
professor, M. T. Copeland, who 
studied 535 magazines and farm 
papers to discover that 342 appeals 
were made to reason, while 535 ad- 
vertisements endeavored to sway 
the reader through his or her emo- 
tions. 

In the emotional field, pride in 
personal appearance was the domi- 
nant motif, 74 advertisements build- 
ing up their argument from this 
viewpoint. Personal comfort was 
the next most popular theme, being 
used by 53. Emulation was the 
story told by 38 advertisements, 
while pride in appearance of prop- 
erty provided the sales appeal of 
35 others. Maintenance and pres- 
ervation of health was used by 33. 


How Appeals Ranked 


In rational appeals, economy in 
purchase was the advantage 
stressed in 74 advertisements, while 
dependability in quality was the 
next most popular tale. Durability, 
with its relation to economy, was 
used in 43 advertisements. 

Dr. Holtzclaw amplified on this 
analysis by making an effort to 
classify attributes of men and 
women. Women have far more in- 
hibitions than men, he asserted. 
They are content to do far more 
things on the basis of intuition, emo- 
tion, or unconscious motive than 
men. Perhaps feeling that he had 
committed himself too much, the 
writer quickly shifted the burden to 
another analyst. 

“Mrs. Frederick says,” he wrote, 
“that woman’s characteristic is dis- 
like; man’s is like; that woman re- 
sponds quickly to appeals to her 
dislikes; man responds readily to 
his preferences. 

“Women have greater suggesti- 
bility than men. They are more 
receptive. Men are more stubborn 
and unadaptable than women. Mr. 
Consumer is alert for business. 
Mrs. Consumer is alert for cultural 
and social felicity. Men apparently 
respond to action-appeals; women 
to visual-appeals. Man is interested 
in what a thing will do; women 
in how it will look. 

“Woman is a clever compromiser 
in purchasing. She is interested in 
sales, bargains and reduced prices. 
In fact, she is interested in all mer- 
chandising methods designed to in- 
crease the purchasing power of the 
dollar. Man is rigid in his pur- 
chasing psychology and will patron- 
ize a clothing merchant or tailor 
for years or even a lifetime with- 
out change.” 


Vogeltype Improves Paper 


A new improved paper has been 
developed by the Vogeltype Aligning 
Paper Corporation, Newark, N. J., 
maker of a paper which enables 
typists to set copy aligned on the 
right hand margin without any cal- 
culation or retyping. The new paper 
has a smoother and whiter typing 
surface than that used heretofore. 
Guide lines are printed with a new 
blue ink having a minimum photo- 
graphic value. The adhesive has also 
been improved. 


Name F. O. Toof 


Fred O. Toof has been appointed 


Western manager of Associated 
Farm Papers, Chicago, publishers 
representatives. 


Dean Williams, 
Former U. of M. 
President, Dies 


Columbia, Mo., July 30.—Dr. Wal- 
ter Williams, former president of the 
University of Missouri, and dean 
emeritus of the school of journalism, 
the first school of its kind in the 
world, died yesterday at the age of 71. 

At 23, he became editor and part 
owner of the Boonville, Mo., Adver- 
tiser, and president of the Missouri 
Press Association. He assumed edi- 
torial supervision in 1890 of the Co- 
lumbia, Mo. Herald. In 1908, he be- 
came dean of the University of Mis- 
souri’s school of journalism, the first 
separate division in any university 
organized exclusively for instruction 
in newspaper work. In connection 
with journalism studies, Dean Wil- 
liams developed many courses in ad- 
vertising. 

Dr. Williams had been president 
of the National Editorial Association, 
a fellow of the British Institute of 
Journalists, and a member of the 
National Union of Journalists of 
Great Britain. 


Copy for Roper 
Gas Range Uses 
Leisure Theme 


Rockford, Ill., Aug. 1.— Adopting 
the proven successful sales phil- 
osophy of selling the benefits from 
the use of a product, the new dealer 
advertising campaign of the Geo. D. 
Roper Corporation has been designed 
to emphasize leisure hours made pos- 
sible by use of a modern gas range. 

The “Year ’Round Vacation Sale” 
promotion is built around three 
units, a newspaper campaign for 
local insertion, a colorful consumer 
broadside, and a new window dis- 
play set. The newspaper campaign 
consists of five advertisements with 
each one telling the leisure hour 
story from a different angle. 

Since a recent Woman’s Home 
Companion survey showed that more 
than 90 per cent of housewives in- 
terviewed like motoring, one of the 
Roper advertisements has a motoring 
scene as the major illustration and 
copy angle. Two other advertise- 
ments emphasize the survey-proven 
desirable pastimes of golfing and 
tennis. The remaining two advertise- 
ments illustrate leisure time to 
spend with the children, and time 
for personal beauty care. 


Refrigerator Distributors 
Conduct Co-op Campaign 


Eight Milwaukee distributors of 
electric refrigerators have joined 
forces in a cooperative newspaper 
campaign, consisting of use of large 
space for purely educational copy, in 
order to meet a tardy season caused 
by unfavorable weather conditions. 
Individual mention has been re- 
stricted to a mere listing and pictur- 
ing of eight makes: Crosley, Fair- 
banks-Morse, General Electric, Frigi- 
daire, Grunow, Kelvinator, Norge, 
and Westinghouse. 

Economy is the appeal featured 
throughout the campaign, which was 
engineered by the Milwaukee Jour- 
nal, In presenting the plan to dis- 
tributors, meetings were arranged, to 
which dealers as well as distributors 
were invited. Returns from the first 
two advertisements have indicated 
a similar campaign of longer dura- 
tion will be started early next spring. 


Sears Founds Agency 


E. William Sears has established 
an advertising agency bearing his 
name at 5462 Second Ave., Detroit. 
Mr. Sears has been with Walker & 
Co. for the past year. Previously, 
he operated an agency in Kansas 
City. The new agency will specialize 
in sales promotion and supervision, 
with emphasis on merchandising as- 
sistance. 


Gould to Wolaver 


George O. Gould, formerly produc- 
tion manager of the Gordon Vichek 
Advertising Agency, Cleveland, has 
resigned to accept a similar position 
with the E. O. Wolaver Ageney, of 
the same city. 
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Aduertising for 


| F making a profit these days demands as 
close control of distribution as of produc- 
tion, advertising must go hand in hand with 


the salesman. It must have sufficient cover- 


age of the market to support the boys with 
the sample cases. It should not be wasted 
where stores are few and salesmen tum in 
bigger expense accounts than orders. 

THIS WEEK reaches 4% million families— 


that's volume. More important, these families 


live in trade centers where mass merchan- 
disers already do the bulk of their business— 
that's coverage. Equally important, THIS 
WEEK'S coverage in these sales centers is 3 to 
5 times greater than leading national maga- 


zines—that’s where the profit comes in. 


THIS 


The Magazine for the Mhiblicus—Brief, Colorful, Dramatic 


Published by 21 great newspapers east of 
the Rockies, THIS WEEK offers magazine color, 
long life, and pulling power, combined with 
newspaper coverage and local influence. 
Here is an advertising medium which really 
parallels the sales maps, which backs up 
salesmen, jobbers, and dealers where they sell. 

It's made to measure for sales managers 


who like their volume with profit. 


Aside to Sales Managers: 95% of THIS WEEK'S cir- 
culation is concentrated in 938 counties doing 68.6% 
of the retail business of the states east of the Rockies 
(America’s A Market) and 60% of the retail trade of 
the whole country. THIS WEEK has a minimum cover- 
age of 10% in these counties, an average coverage of 
native white families of over 38%. 


EEK 


Atlanta, Baltimore, Birmingham, Boston, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, Detroit, Indianapolis, Memphis, Milwaukee, Minneapolis, New Orleans, New York, Omaha, Philadelphia, Pittsburgh, St. Louis, Washington 


Ano» 4. a oe ——_ - a 
i Sn ck ae 7. ee kh : 4 a 
F , oe <- ha 6 is BF A : 
A aaa Oise | ; Pan = ee e 
i eal eam oe ae} é 
y, y. ; 
4% a 
% 


7 >. Oi <> 4 f by 
CASH yam : 


Tes , 


NEW YORK: 420 Lexington Ave. CHICAGO: 360 N. Michigan Ave. 


DETROIT: General Motors Bldg. 


name Le «| a 
x ay A = 
g s 


. ee z : oe is. ; ae Ke “ys OE ae ge ee oe te nate i x z Petes oe ‘ : " 2 7 wa" my Eee 0 er 4 r eee 
pn i 
ou 
aaa! 
: 7 
‘ m 
+ 
: pee / iG 
‘i heey Serr 
ie ea 
te ¥ os 2 
eck et 
| Belge 
pie is 
Sasa LAL 
ip alts 5 la 
Rinse 
ns 
pee 
ee 
eg a 
> Bice 
ih Sa 
ne la 
a vs 
ener 
ees tied 
ewe ‘ae 
Feel #5 
eo 
i fad ry . ¥ 
eine “s 
Saran a = 
} Bee rred ae ee 
3) ie Peas 
ere sce 
Rete wy 
io Seem 
eee 
Bahk can 
SOREN SN RR ONEONTA SAN AY ACRE SIENA AOI AL I EAE LEEDS IAA LLO SELLE EEL AR LL RELA ELLE. EE INGLE DEAS iin, 
an ‘) 
s 
. “ r 
; 
* 
ee j 
| — 
¥ 
a 
: je a 
| | 4 4 : 
Zs z ‘a 
7 A % 
% A o 
% 
pore ce 
| eats 
’ 7 ou peor 
' Be 
} 
, 
; 
, 
} 
a 
, TF - fit or CLs... ei a [ eo oe 77 —ner 3 a ae ree OO, SR “a 4 ee . 
, 6 atl e ri CN ae i b LA, é iv (- A : 
5 we 4 > 4 AN Pa NE v \ . Ay f £ bs iy Be \ oe 
OWN , Se ; : ee ge oe .% r i "i yo ae Be “a SN 
AWS 7) ay x 7 AE NAL IM AN LANE 
| ey a ap las “ 4 \ J % — _ 1 aon Gt Le wae 
hs y 3 ; ” ¢ 3 ES 4 4 Py - = 7. oe eee FF we ’ 
t \ " a SF Pr a & 22 x « * é iv \ &3 
| oe. $ ks Seo = bd — ‘é f ey © ay” fie < StR® * ae a 
: Sy i Teal BA “ae Lk fk PY we oa L. 
r; % - i¥ . ‘oo A ~ is ag Pee ae bees - > 
! ‘aS iIszZ Va) } ; * Las, ,. rN oe aS ES - ae 
, Py oer f mm Le ; ) Ly 5 lige i. Pd eS - Vie Fase 
YZ 0% C2 E iy . ‘eo ae 4 Ae ean - » 7 Lt 
Cg. | ul a by eg Pa . ° WL La (4 (VD APTA 
eas gaes | me Oe 4” Oe oe 7. . Aa aera AS REG oo 
ne fr _* , y { ‘ = + , ‘ = a 
a al ae Gn* . ae a. wee hy. — —,< Se wo “ F ss y ae - 
° 
ee ee SAN FRANCISCO: 111 Sutter St. © LOS ANGELES: Lincoln Bldg. XU 
: ‘ ‘ i i : : - t i hoe ae eT DA oN Meg. 6 = Ih We ae ay Soe is i Sea 5 a A yer ct a C2 hd 
Bes PU Ps eh bes) SRR es 0d Rg ee VE ped a ge eS 8 Bie 0 Re? ny Lah SOR a Yr ee —_ ee eae erie. 
nae ay “A hip Sip wae aa eae mer ecrsee tba ily pene a fan | See mei mn th Nae niin cating ever eai Oe eer sate caste Ei Seat eS ie ig Boer Beets, nis oor Dire ley Steel woe | iad Ns wearers a Goes 
PWR eMac rsa spot! Ia ee Sr aes a ae en ah Si aN ana i ae a ett Re | YN CIE AMD Nitty Se Et NAAR Mie SNR, Coy ME 08 TMU Ae cag Cg 0 Se a Bee a cae Ok! eS eae mer TP ME ae mn, re Coe or | omy Poe eae) 5 ae ers as ena 
BUT ee Se eee Oe, he ie Tr eee a ae Ue ae aie ne aa ray eee" ek ee Ea ike OR ry eee ea Gears oa ia ete iach eit mee Aspro Ne ele es re icy is J segs! Sa Reiser oe tae oo ig a a ee rc ht = Ps eee 
. 3 5 ae 3 3, ie) ete tea ages 2 Fe meter ETON, Sieisy RTP eM Me REM irae yy e, oh bate ARE Me ag a er I VA uM SAE tn a ee ove PSI a, OS a oe St rater se aici ae toes pee cat Lr Leeann ee pee ur ne i ol ea gc hid a a ie ieee ag Se hc eh oS ss Mada tal el a ee | Se at 
‘ ee ees eT y Rod DNS che enbt, ra ; ie, er, aN See eh Cas ise Ag ; aes ie Shei a Ge . ‘ a0 es f. inreaie on ae es, ae eee ii Tea = an ea, oy CE here eee ee ties: Dice es Me meee tise Rete fone: 5 se oe eae) ge DENTS nid 
pr Stone geht ans RRR Re otc” lic te eed Send seamen alae, Oey Tay iE cer i A nes eae ee oh: gl ark aD Kee i. Moe eee Sic ee ees Fi : we Aras ie é oe ee Vs ee : % eet 
Paty (Ror Gar Sh eis eae MM es he nye ees RRM ean ana tree aie isn foci is ca hyphen EAU goeegtaeiiaens Aes auc) Ue an ie ere Ss A pe aE tm on i ae ae eat dl eat. tyke pe nae Se eee ol Boe SRT TT piece. Se is ene ree es fila z , ; Se 
oH - ie eA Wd once eG RS a men ee ai Pactra 2 tye ae gem ne ema ah ase ea ee aeetage o>, ye eee eae ite ins or er a eal ai aA act Oc te AR SBE 8 UN dae Tinea mere erie yo Vi) Ce MAB crit ee Tnee, ch eee a cag te AO sg Ne ES ee is Sy ee 


Every story—every article—rounded, tempered, pol- 
ished for smooth coordination... for the frictionless 


drive that makes advertising work as pages turn. 


ay American ane 


The Crowell Publishing Company . . . COLLIER’S, WOMAN’S HOME COMPANION, THE AMERICAN MAGAZINE, THE COUNTRY HOME... . Combined Circulation Over 8,300,000 
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August 5, 1935 


ADVERTISING AGE 


TO CONTINUE 
PROMOTION OF 
SAFETY’ TUBES 


New York, Aug. 2.—In the battle 
against blow-out casualties, the Good- 
year Tire & Rubber Company plans 
to continue its advertising in a group 
of class publications following sev- 
eral months of promotion on its Life 
Guard tubes, introduced early this 
year. 

The campaign started in April. 
In February the manufacturer staged 
a demonstration at Roosevelt Field, 
Long Island, before a group of news- 
paper men at which the development 
of the new automobile tire tube was 
first announced. At high speeds, the 
tires were driven over spikes and 
caused to blow out, proving the life- 
saving effectiveness of the double 
tube construction. 

Because safety is the paramount 
consideration in the purchase of Life 
Guard tubes, rather than price or 
other factors, the advertising so far 
has stressed that appeal and will 
continue to do so during the re- 
mainder of the year. For the same 
reason, class publications have been 
used and there has been no general 
newspaper campaign. 


Dealers Run Copy 


Following the February demon- 
stration at the flying field, the com- 
pany’s advertising agency, Erwin, 
Wasey & Co., prepared a large dealer 
campaign for James Bright & Sons, 
Detroit. This was the first advertis- 
ing run on the new tube. After that, 
a dealer advertisement was prepared 
and sent to company stores. This has 
been widely used and constitutes the 
bulk of the newspaper advertising so 
far on Life Guard tubes. 

In April, the class campaign started 
with an insertion, befitting the pur- 
pose of the tire, in National Safety 
News. At least two advertisements 
have appeared in each publication on 
the list and as many more are sched- 
uled to appear in the next few 
months, before the conclusion of the 
initial campaign. Some of the maga- 
zines will receive four or five more 
pieces of copy of an institutional 
nature. 

The list includes the Atlantic 
Monthly, Country Life, Fortune, Life, 
Nation’s Business, National Safety 
News, New Yorker, Safety Engineer. 
ing, Town & Country, Vanity Fair, 
United States News, and Wall Street 
Journal, 

All the copy deals with the end- 
ing of the terror of blow-outs in the 
minds of motorists who equip cars 
with the tubes. It does not present 
the product as “blow-out proof” since 
all tires when old and weak are sub- 
ject to sudden bursting when suffi- 
ciently shocked. It shows in cross 
section the two air chambers, one 
inside the other, connected only by 
a small hole, an arrangement to hold 
the wheel up long enough after a 
blow-out to enable a stop with the 
machine in full control. 


Howell Appoints Agency; 
Radio Firms Plan Drives 


Howard Radio Company, Chicago, 
which received exceptional results 
from an extensive export advertising 
campaign placed through Ford, 
Browne & Mathews, Chicago, has laid 
plans for a domestic campaign, to 
be handled by the same agency. 
Copy for a dealer campaign by Sen- 
tinel Radio Corporation, Chicago, 
maker of radios for farm use, will be 
placed in radio business publications 
by Ford, Browne & Mathews. 

The Howell Company, Geneva, III., 
pioneer maker of Chromsteel furni- 
ture, has appointed the agency to 
handle an extensive advertising cam- 
paign for the coming season. 


Made Editor of “The Spur” 


The August issue of The Spur. New 
York, appeared Aug. 1 under the edi- 
torship of Frank A. Wrensch, man- 
aging editor of the magazine for 
the past 14 years. He_ succeeds 
Henry S. Adams, who has resigned 
to devote attention to his private 
interests. 


CONTINUES COPY 


Recommended 
for 
HAPPY MOTORING 


Esso Aeretype 
‘The leader arnong premiur tucks 
and only lc more than the price 
of regular gasclime 
Essolene 
ance than any other regular Ante 
moter tuel 
Essoleum 
ssolube Cpeetitee 
pas Caray fans Seen f Uniflo nuco 


10 and in the “ee tae Sign” 
South. This big red, white and blue Eso oval SS 
has marked the source of fine products and of quality and 2 age of 
courtoous corviee ot mare than 30,000 Esso nee 
Stations and Esso Dealers trom © 2636 1. Cingshigheey 


a 
in wday. T tanktul of Eso or 

} - TAL. of . or Unillo. Get (eo terten tne, 

the thrill of "Happy Motoring” 


PLEASE nove TaaT TE stanpane on company (iet.) HAS NO 
CONNECTION WITH tseo stations on esse, ine. 


Despite the suit brought by Stan- 
dard Oil of Indiana against Esso, 
Inc., in St. Louis, copy of this type 
is continuing to run in local dailies. 


Old Marchbanks 
Calendars Are 
Placed on Show 


New York, Aug. 1—An_ exhibi- 
tion of the well-known Marchbanks 
monthly calendars, representative 
of the work of many artists, includ- 
ing W. A. Dwiggins, T. M. Cleland 
and Lucina Smith Wakefield, and a 
score of others, opened today at 
The Marchbanks Press, 114 E. 13th 
St., to continue through August and 
September. 

In July, 1915, the late Hal March- 
banks, famous American printing 
craftsman, sent forth his first 
monthly calendar as a promotion 
piece for his print shop. The popu- 
larity of the calendars grew to such 
an extent that they were issued 
consecutively for 20 years and have 
become collectors’ items. 

There is also on display a collec- 
tion of limited editions books in 
which the creative works of famous 
artists were incorporated. Among 
these are “The Reveries of a Bach- 
elor,” illustrated by Charles B. 
Falls, and the first editions of “Ars 
Typographica,” by Frederic W. 
Goudy. The exhibition is on dis- 
play from 9 to 5, on Monday 
through Friday each week. 


“Dance of Death” Act 


Boosts Paper’s Lineage 


As part of Opportunity Day, a 
regular monthly feature promoted by 
the Commercial Association of Scran- 
ton, Pa., the Scranton Republican 
on July 25 ceoperated by presenting 
the Betty and Benny aerial dance act. 
The promotion resulted in additional 
lineage in excess of 50,000 lines, over 
and above the regular Opportunity 
Day advertising. 

A crowd estimated at 150,000, 
drawn from all parts of northeastern 
Pennsylvania, witnessed the “sky 
dancers” as they performed their 
“dance of death” on a 24-inch disc 
mounted on a slender mast 75 feet 
above the roof of a hotel, 200 feet 
above the ground. The couple re- 
mained on the platform for more 
than six hours. 


Starts Display Contest 


The Household Magazine has an- 
nounced a nation-wide window dis- 
play contest, with $1,000 in cash 
prizes, exclusively for all druggists 
in small towns with ratings of over 
$3,000. Only merchandise regularly 
sold in drug stores and advertised 
in Household can be displayed in the 
contest, which will run throughout 
the month of October. 


Hershberger Heads Club 


Charles Hershberger, account 
executive in the Fresno, Cal., branch 
of Foster & Kleiser Company, San 
Francisco, has been elected president 
of the Fresno Advertising Club, to 
serve for the term of 1935-36. 


LS. C. OFFERS 
QUANTITY PLAN 
ON SILVERWARE 


Schedules Fall Magazine 
Campaign 


Meriden, Conn., Aug. 1—A “quan- 
tity purchase” plan on three lines of 
silver plate, designed to increase the 
sale of large sets, will be announced 
by the International Silver‘Company 
this fall in an aggressive magazine 
campaign. 

The offer will apply on all silver- 
ware services of 26 pieces and more, 
in 1847 Rogers Bros., Holmes & Ed- 
wards Inlaid, and William Rogers & 
Son patterns, starting today. 

Magazines to be used in the fall 
campaign will include Better Homes 
and Gardens, Christian Science Mon- 
itor Magazine, Collier’s, Good House- 
keeping, Ladies’ Home Journal, Mc- 
Call’s, Saturday Evening Post, and 
Woman’s Home Companion. 

International cites the following 
application of the plan. On a 26- 
piece set of 1847 Rogers Bros. silver 
plate, the open stock price is $36. The 
quantity purchase price of the set, in- 
cluding a free chest, is $29.75. Thus 
the saving for the customer is $6.25. 
On the larger sets, the saving is de- 
scribed as being proportionately 
greater, ranging as high as $23.25. 

Retailers will be protected under 
the plan, as the set-up permits silver- 
ware merchants to offer their cus- 
tomers important savings on each set 
without reducing their own percent- 
age of profit. 


Stresses Investment Value 


International executives believe 
the plan will appeal to every woman 
who is thinking of buying new silver, 
and point out that the idea of a spe- 
cial price on a quantity purchase is 
so familiar to everyone that it needs 
practically no explanation. Copy will 
stress the desirability of buying sil- 
verware as an investment in view of 
the rising price of silver. 

In addition to the quantity pur- 
chase offer, International’s magazine 
copy this fall will feature the 
“Thread” pattern in 1847 Rogers 
Bros., which has been re-created after 
nearly 90 years. The pattern was 
made by the original Rogers broth- 
ers in 1847 and its revival is intended 
to tie in with the current interest in 
early American furnishings and table 
appointments. 

While the “Thread” pattern will 
be spotlighted in the copy, six other 
present-day designs in 1847 Rogers 
Bros. will also be presented. The 
“Thread” design is described as “so 
sound and sincerely American that it 
knows no time or ‘period’ limitation,” 
and it is pointed out that the pattern 
zoes back to the year in which silver 
plate was first manufactured in this 
country. 


IGA Buys Right to 
Feature “Popeye” 


The right to use “Popeye,” famous 
comic character of newspaper strips 
and movies, in premium give-aways 
and posters, pennants and cut-out 
figures has been acquired by- the 
Independent Grocers’ Alliance, Chi- 
cago, from King Features Syndicate, 
Inc. The first IGA merchandising 
campaign in which the popular comic 
figure is utilized was launched in 
grocery stores throughout the coun 
try Aug. 2. A “Popeye” toy will be 
given away with purchases of Gold 
Test corn flakes. 

Another IGA sales event during 
August will involve orange, grape- 
fruit and pineapple juice, packed 
under the IGA label. A can opener 
will be given with each three can 
purchase. 


WLS Makes Changes 


Harold A. Safford, a pioneer in 
Chicago radio, and captain of radio’s 
original showboat, the WLS show- 
boat, has returned to the Prairie 
Farmer station as program director. 
For the past five years he has been 
with Sears. Roebuck & Co. George 
C. Biggar, formerly program director, 


has been made promotional director. 


€¢... frictionless drive that 
makes advertising work 


as pages turn?? 


that’s why 


THE 


merican 


MAGAZINE 


¢ « « gained an average of 55,808 single copy 
sales per month (14.7%)—First Quarter 1935 
over First Quarter 1934. 


¢ « e gained an average of 127,682 total net 


paid per month—for the same period. 


eee averaged 2,017,308 total net paid for 
the First Quarter 1935—a 217,308 bonus 


for advertisers over the rate basis. 


‘Be are the 
largest gains, both net paid 
and single copy, 
of any general magazine, 


monthly or weekly 
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ADVERTISING AGE 


August 5, 1935 


PRESTIGE COPY 
RINGS BELL FOR 
STEAMSHIP LINE 


Cunard White Star Advertis- 
ing Fills Boats 


New York, Aug. 2.—With plans for 
the future stiH undecided, the Cunard 
White Star Line has brought to a 
conclusion its 1935 magazine cam- 
paign, at the same time completing 
a series of double-page spreads fea- 
turing photographic illustrations 
started early in 1933. 

Some indication of the campaign’s 
success is the fact that many Cunard 
White Star liners during the past 
month have sailed with capacity pas- 
senger lists. The L. D. Wertheimer 
Company, Inc., is the agency. 

Only three advertisements were 
used in the 1935 magazine cam- 
paign, which spread over a sizable 
list of publications and continued in 
circulation right up to and including 
some of the peak weeks of the 1935 
travel season. But these three fitted 
precisely into the pattern of the past 
three years of Cunard and White 
Star advertising. 

Magazines which carried the 
spreads were American Golfer, At- 
lantic Monthly, Country Life, For- 
tune, Harper’s Bazaar, Harper's 
Magazine, House & Garden, House 
Beautiful and Home €& Field, New 
Yorker, Scribner’s, Sportsman, Spur, 
Time, Town & Country, Vanity Fair 
and Vogue. 


Used Institutional Appeals 


When the series of spreads began, 
the dominant note was Cunard sea- 
manship and a behind-the-scenes por- 
trayal of seafaring romance and de- 
scription of the might and dignity of 
Britain’s merchant marine. Copy bore 
such names as William McFee, Cap- 
tain Bob Bartlett and James P. Bar- 
ker of the Cunard Line. In 1934, 
Cunard and White Star merged into 
a company representing the entire 
North Atlantic fleet of Great Britain. 
This brought a special campaign, 
“The Story of a Fleet that is the 
Story of an Empire.” The advertiser 
started to feature its national sig- 
nificance .. . British seamanship 
and service. 

The 1935 series crystallized the 
historical background with a treat- 
ment of the human element. The 
first advertisement, “It’s Men That 
Count,” reproduced a letter from a 
patron singing praise of various 
men in Cunard-White Star service. 
Facing a new problem, the next copy 
promoted attractions of Great Brit- 
ain’s Silver Jubilee celebration, re- 
taining institutional merits of the 
line’s series. 

Simplest and strongest was the 
last, “Man Power,” in which the 
morning inspection aboard the Ac- 
quitania was depicted, the attitude of 
the men, curve of the ship’s after 
rail and general composition giving 
an impressive message on the secur- 
ity, convenience and distinction of 
Cunard-White Star line travel. 


G-E Plans Meeting 


for Distributors 

More than 700 distributors and 
sales representatives of products of 
General Electric Company, Bridge- 
port, Conn., will gather at the com- 
pany’s annual “Camp Merchandise,” 
to be held in Bridgeport Aug. 12-16. 
Promotion plans for products of the 
company’s merchandise department 
will be disclosed at the meeting. New 
products will be shown. 

The 6,000 employes of the Bridge- 
port plant will join company execu- 
tives in welcoming the distributors 
at a colorful flag-raising ceremony 
on the factory lawn Aug. 12, making 
the gathering the largest in the com- 
Ppany’s history. 


Appoints Martin, Inc. 
Martin, Inc., Detroit, has been 
awarded the advertising account of 
Battle Creek Drugs, Inc., Battle 
Creek, Mich., maker of Bonkora and 
other products. 


Names Jimm Daugherty 


Jimm Daugherty, Inc., St. Louis, 
has been appointed § advertising 
counsel for the Hydrox Ice Cream 
Company of that city. The account 
is in addition to the advertising of 
the St. Louis Dairy Company, an- 
other unit of National Dairy Pro- 
ducts, which the agency has handled 
since its inception. Present plans call 
for use of radio in St. Louis and 
southern Illinois. 


CBS Indexes Artists 


Columbia Artists Bureau, Inc., 
New York, division of the Columbia 
Broadcasting System, has sent pros- 
pects a filing case complete with 
cards, on ace members of the bureau. 
Indexed for ready reference are pho- 
tographs and performance records of 
various types of artists, from male 
singers and groups to “jokers.” 


When the motorist would drive 
up to a service station and find that 
gasoline sold at 16.6 cents per gal- 


New Coins May 
lon, he would pay just 49 cents and 
Alter Consumer 
° ° mills for three gallons, and not 
Buying Habits a ovate it re silahes out. Like- 


wise, the housewife would hand the 
grocer just nine and one-half cents 
Washington, D. C., Aug. 1.—The| toy a can of corn, if that were the 
proposed coinage by the U. S./ price, and not 10 cents. 
Treasury of one-tenth-of-a-cent and| The fear that bookkeeping com- 
half-cent coins to facilitate state] plications might result if prices 
sales tax payments, might also lead| were broken down into fractions of 
to remarkable changes in consumer|a cent has merchants and bankers 
purchasing habits. on edge. Cash registers and add- 
Use of the one-mill and five-mill|ing machines now in_ existence 
coins would not be limited to sales| would be rendered useless. 
tax payments, as they would be Sales tax opponents have de- 
legal tender for debts up to a very/|clared war on the plan to issue one 
small sum, and would rank with/|and five-mill coins, in the belief that 
pennies and nickels for such pur-|it might spur other states to enact 
poses. sales taxes, and might even encour- 


age passage of a federal sales tax. 
A mill coin has never been in cir- 
culation in the history of the 
United States. No half-cent pieces 
have been made since 1857. 


Nelson to “Boston Globe” 


William A. Nelson, for the past 
nine years with the Boston Herald 
and Traveler advertising department, 
has joined the rotogravure advertis- 
ing department of the Boston Globe. 
The first issue of the Globe's roto- 
gravure section will appear Sept. 8. 


Names H. C. Connette 

C. P. MacGregor, president of Mac- 
Gregor and Sollie, Inc., San Fran- 
cisco, electrical transcriptions, has 
appointed H. C. Connette as produc- 
tion manager. Mr. Connette, a pio- 
neer radio writer, was the author of 
the “Memory Lane” series. 
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Here’s More Evidence 
That Blondes Get All 
The Possible Breaks 


Chicago, Aug. 2.—Blondes get a 
break in a new contest being tested 
here by the Swedish Shampoo Lab- 
oratories, New York. The reward 
is the winner’s gratification in see- 
ing her photograph used in adver- 
tisements to appear in “hundreds 
of newspapers and magazines all 
over the country,” plus $20 in cash. 

Copy on the contest appears in the 
Chicago Daily Times playing up the 
utility of amateur contests as a 
means of rising to stardom, via the 
short route. In entering the Swed- 


ish Shampoo event, blondes must 
submit one of their photographs ac- 
companied by an empty Blondex 
package and bearing on the back a 
signed authorization enabling the 
makers of Blondex to use the pic- 
ture, name and address in adver- 
tisements of the product. 

The build-up of interest in the 
blonde contest is achieved by refer- 
ence to the influence of radio in 
making amateur promotions. ex- 
tremely popular. The advertiser 
tells that blondes are always in 
demand to pose for beauty copy, 
and that many get big salaries for 
the mere use of their photographs. 


One More for Bowman 

R. Guastavino Company, Boston, 
masonry material, has appointed 
Luckey Bowman, Inc., New York. 


Promotes Four 
Angles of New 
Motion Picture 


New York, Aug. 1.—Striving for 
full reader coverage, Charlie Einfeld, 
advertising and publicity director of 
Warner Brothers, in a campaign on 
the film, “The Irish In Us,” which 
had its premiere showing this week 
at the Strand, broke up the lineage 
usually run on amusement pages and 
ran it in four different sections. 

The prize fight angle was stressed 
in sports section advertisements. The 
romantic theme was used in copy 
for magazine pages, and another fea- 
turing the devotion of James Cagney 
to his screen mother was treated in 


advertisements for women’s sections. 

In addition there was a series of 
general display advertisements for 
the amusement sections, emphasizing 
the entertainment features of the pic- 
ture. The Blaine-Thompson Company 
is the agency. 


Handles Milson Account 


ADVERTISING AGE of July 22 incor- 
rectly stated that the United States 
Advertising Corporation, Toledo, 
handles advertising of The Milson 
Company, Cincinnati distiller. The 
agency handling the account is The 
Key Advertising Company, Cincin- 
nati. 


Rosebrook Promoted 
John E. Rosebrook, who has been 
associated with Young & Rubicam, 
Inc., New York, since 1927, has been 


bs 
AUST WAIT FOR THE WIND 


appointed associate copy director. 


...but the captain of an industrial craft has 


only to command this steady, resistless 


driving force that sends him to victory... 
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JIMMY DISHES OUT 
THE BLARNEY TO HIS 
BEST GIRL FRIEND 


...his mother... hoe by 
Mary Gordon...in this heart- 
thumping, side-splittin 
triumph of thrills, tears an 
laughter, “The Irish in Us.” 
It’s a Warner Bros. hit with 
ames Cagney and Pat O’Brien 
ginning Wed. Morning at 
9:30 at the Air-Cooled Strand 
B’way & 47th St., 25c to 1 p.m. 


One of the four types of special- 
ized appeal being used in news- 
paper advertising for "The Irish 
in Us," new Warner Bros. picture. 


OPTICAL COPY 
IS DEFENDED BY 
BARRON COLLIER 


Chicago, Aug. 1—Complaint of the 
Better Business Bureau of Chicago 
that Barron G. Collier Corporation 
refused to join newspapers and radio 
stations of Chicago in rejecting ad- 
vertising of Dr. Ritholz Optical Com- 
pany was publicly answered this 
week by a double car card in the 
surface lines. Collier asserted that 
no complaints have been received 
that Ritholz failed to live up to ad- 
vertised claims. 

The Better Business Bureau re- 
cently attacked the policies of the 
Collier Corporation in its monthly 
bulletin, charging that it alone con- 
tinued to carry Ritholz copy, while 
newspapers and radio stations had 
received so many complaints that 
they were unanimous in refusing fur- 
ther use of their mediums to the op- 
tical concern. 

A representative of the Barron G. 
Collier Corporation told ADVERTISING 
AGE at that time that in spite of the 
heavy advertising of the Ritholz op- 
tical chain of fifteen stores in car 
cards, no dissatisfied clients had de- 
manded satisfaction. This statement 
was put on public record this week 
in a double card appearing in the 
same cars which carried the Ritholz 
advertisement. 

No Complaints 

“The eyes of Chicago have been 
focused—hundreds of millions of 
times—on the Dr. Ritholz Optical 
Company advertisements which have 
been displayed in these cars every 
day during the past year,” said the 
rebuttal. 

“Thousands of car riders have 
bought and used Dr. Ritholz glasses 
with perfect satisfaction during the 
past year. 

“No complaints have ever come to 
wa. 

The Ritholz advertisement in the 
same car offered glasses for $3.85 on 
a ten-day trial, with a “moderate 
additional charge” for astigmatic or 
tinted glasses. “Your money will be 
cheerfully refunded” if the client is 
not satisfied, the copy continued. 


G. H. Morath Dies 


Charles H. Morath, 69, for many 
years field secretary of the Associated 
Advertising Clubs of the World, 
died July 28 at Kalamazoo, Mich., 
Mr. Morath 


following a long illness. 
was advertising manager of the 
Home Furniture Company, Kalama- 
zoo. He is survived by a daughter, 
Mrs. Henry Ballum, La Grange, IIl., 
and a son, George H. Morath, Chi- 
cago. 
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PACKERS JOIN 
BATTLE AGAINST 
AAA TAXATION 


Government Faces Total of 
Nearly 500 Suits 


Chicago, Aug. 1.—Joining in the 
rapidly growing protest against 
processing taxes levied under the 
Agricultural Adjustment Act, 17 Chi- 
cago packing companies began suit 
here Monday in the U. S. district 
court, seeking to enjoin collection of 
$5,155,531 in overdue taxes. 

The packers’ suits, attacking the 
validity of the AAA processing taxes 
on pork, bring the total of suits now 
pending against the AAA throughout 
the country to almost 500. In some 
parts of the nation injunctions have 
been issued restraining collection of 
processing taxes on pork, wheat and 
cotton. 

Consumer resentment against high 
prices for meat came to a head in 


Hamtramck, a suburb of Detroit, 
where militant housewives have de- 
manded that local butchers cut meat 
prices 20 per cent. Detroit packers 
have blamed the Hamtramck buying 
strike on AAA processing taxes for 
pork. 

Close on the heels of the Chicago 
packers’ attack on the processing 
taxes, came the filing of a suit by 
the Quaker Oats Company here yes- 
terday. The company asks an in- 
junction against further collections 
by the government. 

Separate bills were filed by Armour 
& Co., Swift & Co., Oscar Mayer & 
Co., and P. Brennan & Co., while 13 
smaller Chicago packing companies 
joined in three different suits. 


Put at Disadvantage 


Counsel for the packers on Tues- 
day asked Federal Judge John P. 
Barnes to issue temporary writs to 
enjoin the government from taking 
any official action to collect the tax, 
before the courts finally decide upon 
the validity of the AAA. 

The processing tax on pork is 
levied at the rate of $2.25 a hundred 
pounds. The Secretary of Agricul- 
ture is empowered by law to raise or 
lower the tax to bring about balanced 
production. 

The Swift & Co. bill attacks the 
constitutionality of assessment and 


COFFEE MAKERS TURN ON HUMOROUS APPEALS 


PARDON ME, MADAM, 
BUT CAN YOU TELL 
ME WHAT COFFEE 
WAS THE RICHEST 


NASH'S TOASTED 
COFFEE, MY GOOD MAN. 
THE VAN CLEVE 
LABORATORIES REPORT 
THAT NASH'S TOASTED 
COFFEE CONTAINS 35.7% 
MORE FLAVOR THAN 
OTHER COMMERCIAL 


milloas “Every Drop Delicious.” 
NASH’S TOASTED COFFEE 


Consider the life of these nudists, 


When Old Sol beams down at his rudest, 
With no clothes to doff, they drink to cool off, 
keed Hills Bros. Coffee—like prudists. 


Capra 1901 Hel Rome 


In tune with summer, these advertisements for Nash's and Hills Bros. 
coffee turn from serious discussions to appeals in the lighter vein. 


collection of the tax, on the grounds 
that the processing and manufacture 
of the commodities subject to the tax 
is purely intrastate business. Other 
objections are made. 

The company declares it has al- 
ready paid a total of $35,272,677 in 
processing taxes and $938,470 in 
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FOR THE FALL KICK- OFF. 


a ee ee ors . 


Why not apply football strategy to your 
sales plans for Fall? Pick the best open- 


ings. Then drive hard. 


Consider what an “opening” W TjIC 
offers. An audience of 1,500,000 in the 
primary coverage area, 680, 000 additional 
in the secondary coverage area. And— 
thanks to the Connecticut Tercentenary— 
a guest audience of many thousands more. 


Buying power is exceptionally high in 


the WTIC Communities. Distribution 
costs are exceptionally low—for the area is 
less than 100 miles square. Can you think 
of any other place where your advertising 
will reach so many people at such small 
per capita costs? 

Talent is available at WTIC for the 
skillful staging of any type of program. 
Full particulars on request. 


over 1,000,000 
- visitors from 
outside of the state 
will attend the 
Connecticut Tercentenary 
Exercises this Summer 


WTIC 


50,000 WATTS 


HARTFORD - 


CONNECTICUT 


The Travelers Broadcasting Service Corporation 
Member New England and NBC-WEAF Networks 


PAUL W. MORENCY, General Mgr. JAMES F. CLANCY, Business Mgr. 


NEW YORK OFFICE, 220 EAST 42nd STREET 
CHICAGO OFFICE, 203 N. WABASH AVENUE 


J. J. WEED, Manager 
Cc. C WEED, Manager 


floor taxes, or an average of more 
than $2,000,000 a month since the tax 
went into effect in November, 1933. 

Because competitors have won re- 
lief from the tax, through injunc- 
tions issued against collections, 
Swift & Co. has been put at a com- 
petitive disadvantage, it is asserted. 

Among the firms which have won 
injunctions against collection of 
processing taxes are the Plankinton 
Packing Company, Milwaukee, a 
Swift & Co., subsidiary, and Cudahy 
& Co., whose headquarters are in Mil- 
waukee. Thirty-four Detroit millers, 
packers, cotton processors and tobac- 
conists were granted preliminary in- 
junctions, but were ordered to pro- 
vide surety bonds for the amount of 
their taxes or pay the money into 
court pending final disposition. 

The first restraining order against 
collection of the corn processing tax 
was issued in Springfield, Ill., for 
the A. E. Staley Company. 


Lorillard Wins 
Court Decisions 


New York, Aug. 1.—Injunctions 
from federal courts in Virginia and 
New Jersey, restraining the govern- 
ment from attempting to collect the 
AAA processing tax on tobacco, have 
been obtained by P. Lorillard Com- 
pany, New York, maker of Old Golds. 

The company is the first large 
cigaret manufacturer to challenge 
the constitutionality of the process- 
ing tax. 


Sprudel Salts 
To Use Radio 


New York, Aug. 1—Carlsbad 
Products Company, Inc., will begin 
this month an extensive radio cam- 
paign on its Carlsbad Sprudel 
Salts. Harold Frazee of H. M. Kies- 
wetter Advertising Agency, Inc., 
will direct the drive. H. M. Kies- 
wetter is the president of the manu- 
facturing company. 

Time has been scheduled in Nash- 
ville, Los Angeles, Detroit and New 
York, and it is anticipated that the 
schedule will be increased to in- 
clude 150 stations within a month. 

In the belief that there are four 
types of listener preference in ra- 
dio presentation, Mr. Frazee has 
prepared four types of programs to 
center around these preferences. 

One features the operatic singing 
of Reed Lawton; the second pre- 
sents Dick Nugent, singing popular 
songs; Big Freddy Miller, whose 
technique is similar to that of Bar- 
basol Sam, sings on the third pro- 
gram; and Harold Sherman con- 
ducts the fourth, which is patterned 
after Voice of Experience. 

Drug store counter displays have 
been prepared calling attention to 
the programs. 


Shows Best Direct Mail 


For the third time this year the 
Direct Mail Advertising Association, 
New York, has assembled and dis- 
tributed packets containing the best 
current examples of direct mail. Thir- 
teen classes of business are repre- 
sented in the 23 specimens included 
in the mid-summer packet. The new 


service was started early this year. 


TO SELL YOUTH 
BREAD AS AID 
TO SKIN BEAUTY 


Chicago, Aug. 1—To combat 
decreasing consumption of wheat 
products and to produce a new ap- 
peal for an old product, Youth 
bread has been developed’ by 
Bakers Consulting Bureau, Chicago, 
merchandising consultants to 
bakers, and marketer of the nation- 
ally known Honey Krushed bread. 

The Youth bread merchandising 
program which has been offered to 
representative bakers includes ex- 
tensive newspapers, radio, aerial, 
and outdoor poster advertising, sup- 
plemented by point-of-sales material 
and a sampling plan. The new 
bread will sell at a premium. 

The advertising appeal of Youth 

bread, a food rich in a variety of 
minerals, will be based on its help- 
fulness in retention of a woman’s 
youthful skin. Maintenance of a 
supply of minerals to the inner skin 
helps to keep the outer skin, which 
is dependent on the inner skin from 
nourishment, in a clear, healthy 
condition, women will be told. The 
slogan, “Helps beautify the skin 
from within” has been created. 
Youth bread is a white loaf with 
high nutritional value and contains, 
by special process, 11 different min- 
erals which scientists found must 
be supplied to the body regularly. 
With the exception of the new 
Youth bread, no one food, regard- 
less of its carbohydrates, starches, 
fats, proteins or vitamins, contains 
all 11 minerals in the correct pro- 
portion, according to the bureau. 
Women spend as much for cos- 
metics and beauty aids as they do 
for bread, the bureau points out. 
Since women desire to retain a 
smooth, beautiful skin as long as 
possible, they will not ignore any 
reasonable method of achieving this 
goal, it is felt. 
The name “Youth” was selected 
as a result of a survey among 1,180 
women, 700 of whom chose it as 
being most descriptive. The slo- 
gan was selected in similar fashion. 
Among features of the merchan- 
dising program for Youth bread are 
free skin analyses, a patentcd top- 
ping of the loaf which serves to 
identify it, and a distinctive wrap- 
per with a Cellophane window. 


Armitage to Presbrey 


Harold Armitage, for some time 
with L. D. Wertheimer Company, 
Inc., and more recently with Hus- 
band & Thomas, has joined the copy 
staff of Frank Presbrey Company, 
New York. 


Picks Billingslea 
Farmers Home Journal, Louisville, 
has appointed J. C. Billingslea, Chi- 
cago, as its mid-western advertising 
representative. 


Live AT THE | RATES 


WILLARD 
* * HOTEL 


The Willard is near the places you'll 
visit in Washington—two blocks from the 

ite House, near Monument, Treasury, 
etc. Within sight of the Potomac. 


LOW SUMMER RATES 
$3 up single and 
$4 up double 


-Cogditioned Dining Room and 
lee Shop. Write for Folder. 


Ge WILLARD HOTEL 


Eath and Penn eck my ne Ee, Avenue 


H. P. 1 
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CLIENT OR 


NO CLIENT 


YOU'RE ALL WE.4+.41 


All wet, am IP Why, you big... 


But Holy Mackerel, Bill! Here | 
bring you one of the best food buys 
in the country, and you sit there mak- 
ing dumb remarks like that! 


But, George, you’ve got to admit— 
it is a Home magazine. 


And where, sweetheart, do you think 
the kitchens are? And the big fami- 
lies? And the fat pocketbooks? And 
the big grocery bills? I’ll tell you 
where they are—IN HOMES. 


Sure, but everybody has to eat... 


Listen! If you ran a grocery store, 
who'd be your best customers? Ste- 
nographers? Old maids? Kitchenette 
couples? Restaurant eaters? You BET 


they wouldn’t. Your best customers 
would be married women with 
HOMES to run and families to feed 

. women whose big interest is 
HOME. | 


Yes, I know, but... 


But, nothing! This book goes to 
families that are getting up three big 
meals a day. 600,000 families with 
big appetites to satisfy. Why, The 
American Home devotes more space 
to recipes than any one of the six 
women’s magazines. I tell you, Bill, 


it’s a natural for food products. 


Well, you may be right, but... 


May be right? I am right! You just 


don’t know what results food advertisers 


are getting out of The American Home. 


Take BORDEN’S. Last year they used 42 
magazines. The American Home ranked 
among the first five in low cost of coupon 


returns. 


Take HEINZ. They’ve increased their 
American Home appropriation every year 
since 1933. This year they’re spending more 
than twice as much as when they started. 
Think they’d do that unless The American 
Home was ringing the bell? 


No, I suppose they wouldn’t... 


And that’s the reason people like Standard 
Brands and Corn Products, and Bon Ami, 
and General Foods, and Dole Pineapple, 
have stepped up their 1935 appropriations in 
The American Home. Here. . take a squint 
at the grocery sold products advertised in 
The American Home... 


EAGLE BRAND CONDENSED MILK + BORDEN’S 
GOLDEN CREST+ KARO- OLD DUTCH CLEANSER: FELS 
NAPTHA SOAP + QUICK ELASTIC STARCH - LARVEX 
« CERTO «- DOLE HAWAIIAN PINEAPPLE JUICE - 
HEINZ EDITORIAL COPY + HEINZ SPAGHETTI - 
HEINZ SOUPS + HEINZ TOMATO JUICE + JONES 
DAIRY FARM - KELLOGG’S BRAN + MAGGI SEA- 
SONING « SHREDDED WHEAT + DEERFOOT FARMS 
« SHEFFIELD FARMS «+ SCOTT TISSUE + SCOTT 
TOWELS - SANI-FLUSH - FLIT - ROYAL BAKING 
POWDER + ROYAL CHOCOLATE PUDDING + SUN- 
MAID RAISINS 


If your product is for the home or: 
for use in the home, sell it in the 
magazine that reaches people who 
have homes, /ove their homes, 
spend money on their homes. 


Awana OME 


America’s No. 1 medium for adver- 
tisers who sell anything for the home 
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Bayer Switches 
To Tin for 24- 


Aspirin Sales 


New York, Aug. 2.—Marketed in a 
bottle for many years, The Bayer 
Company’s package of 24 aspirin tab- 
lets is now being offered in a flat tin 
of the same design as that in which 
the pack of 12 has been sold in the 
past. 


The new tin has been put on the 
market entirely because of its greater 
convenience to the consumer, since 
it can be carried readily in the 
pocket. Trade advertising on the 
change is now appearing, stating that 
it increases the druggist’s unit of 
sale by ten cents and stimulates 
greater consumption because the con- 
sumer always has an adequate sup- 
ply at hand. 

No important change in the con- 
sumer advertising will be necessary 
because of the new package. Special 
counter display material has been de- 
veloped featuring the appeal of con- 
venience to the consumer. Thomp- 
son-Koch Company, Cincinnati, is the 
agency. 

The bottle of 24 tablets has been 
very popular, executives report, and 


a substantial volume of sales has 
been done on the size, probably be- 
cause it is priced nominally at 25 
cents for 24 tablets against 15 cents 
for 12 in the small tin. The switch 
in package does not entail any change 
in price either to trade or consumer. 
Some time ago when the price on 
the 24’s was reduced to 25 cents, 
sales leaped upward. A similar re- 
action is expected from the con- 
venience move. 


Will Advertise Cooking 
School, Bureau Opening 


Manufacturers and distributors of 
electric refrigerators have _ estab- 
lished one of the first electrical re- 
frigeration bureaus in the country in 
Sheboygan, Wis. In connection with 
the opening of the Sheboygan Elec- 
trical Refrigeration Bureau, a sum- 
mer cooking school will be held by 
the Sheboygan Press and the bureau 
Aug. 13-15 in the Eagle auditorium. 

A total of 14,000 lines of advertis- 
ing, released by Klau-Van Pietersom- 
Dunlap, Inc., Milwaukee, will be run 
in the Sheboygan Press. 


Green Opens Offices 


Ben Green, formerly a partner of 
Dale & Co., has opened new offices at 
32 W. Randolph St., Chicago, where 
his organization will continue in the 
business of publicity, promotion and 
public relations. 


NEW “PLAYROOM” 
SENDS BREWER’S 
SALES SKYWARD 


Bottle Tops Provide Entree 
to Free Beer, Dancing 


Los Angeles, Cal., Aug. 1— 
Through sponsorship of a “Play- 
room” where dancing and beer may 
be enjoyed without cost, the Balboa 
Brewing Company has been able to 
send sales figures on Balboa beer in 
bottles to amazing new heights. 

A completely equipped “Playroom” 
where selected groups were invited 
to come and partake of Balboa’s 
version of foaming brew free of 
charge has been an integral part of 
the firm’s plant here for some time. 

As a sampling plan it was a suc- 
cess, but no direct sales could be 
traced to the promotion. So the 
method of gaining admittance was 
recently changed from one of invita- 
tion to that of requiring each visitor 


CINCINNATI 
- 320 Beech St. 


MACE IN USA | 


practical and beautiful. 


& LITHOGRAPH 


HIS DENTA Display, designed and produced 
by “US”. makes a double play — window 
and counter. It represents economical production 
because the preparation work for the window 
piece was adapted for the counter cards. The 
four smaller pieces are usable both ways —in 
the window and on the counter. The life of the 
material is doubled because the smaller pieces 
do an actual selling job on the counter. 


Your salesmen, in daily contact with deal- 
ers, bump up against the hurdle of dealer 
acceptance and use of displays. Material like 
this Denta Display takes care of that hurdle. 


Better than anyone else, salesmen know 
the dealer's pride in his store. They know 
how quickly dealers reject mediocre material. 
They know, too, how quickly dealers will co- 
operate and put to good use pieces that are 


There is a “US” office near you, through which 
you and your agency may profit by the thought- 
ful service which this DENTA Display exemplifies. 


Fe UNITED STATES PRINTING 


COMPANY 


NEW YORE 
52-V E. 19th St. 


BALTIMORE 
420 Cross St. 


CHICAGO 
205 W. Wacker Dr. 


PHOTO-RADIO RUSHES STYLE SKETCHES FROM PARIS 


york in 20 minutes . 
5:45 p. m. thursday! these hats . 


august. 


20 minutes from paris via london! 


s areofas tn TamAheeay NyK. 


yesterday McCREERY’s millinery buyer 
these headliners at the paris openings! 
were transmitted by photo-radio from london to new 
- received at McCREERY’s at 
+ originals and our 
own copies, will be shown at McCREERY’s early in 


purchased 
*sketches 


This advertisement for McCree 
Paris the day before, is believe 


's, reproducing sketches made in 
to set a new record for speedy 


transmission of advertising material, = 


to deposit 12 Balboa bottle caps at 
the door. 

To advertise the plan to the pub- 
lic, a program of dancing and enter- 
tainment with the atmosphere of the 
Playroom is broadcast nightly by 
remote control direct from the Play- 
room over station KFWB, Los An- 
geles. Outdoor posters and news- 
paper advertising are also used in 
the drive to popularize Balboa bottled 
beer. 

In three weeks’ time the attend- 
ance overtaxed the capacity of the 
place and the admission requirement 
was boosted to 24 bottle tops. In 
ten days’ time the capacity of the 
Playroom was again overtaxed and 
disappointed throngs were turned 
away. 


Throngs Grow Larger 


To accommodate the crowds, a 
mammoth new Playroom with a 
capacity of 2,000 persons seated at 
tables was rushed to completion in 
a wing of the brewery. Each night 
since it was opened, substantial in- 
creases in the receipt of bottle tops 
have been recorded. 

A weekly feature of the Playroom 
has been the broadcast of an amateur 
program, with prizes for all contest- 
ants. A week’s engagement in the 
Playroom is the first prize. Other 
contestants receive cash awards. 

Sales of Balboa beer in bottles have 
gone skyward. July was the busiest 
month in the company’s history. As 
hard as breweries push the sale of 
bottled beer, it is pointed out, it 
rarely happens that sale of bottled 
beer exceeds that of draft beer. 
Balboa bottle beer achieved this goal 
within 60 days of the inauguration of 
the special Playroom promotion. 

Retailers and restaurants that ex- 
pressed only apathy toward Balboa 
beer prior to the plan are now avid 
boosters for the product because of 
the public demand, it is reported. 

The promotional effort is being di- 
rected by Chet Crank, of Chet Crank, 
Inc., Los Angeles advertising agency. 


NBC Announcer Wins 
Kaufman Agency Award 


William Coyle, NBC announcer, 
has been given the Henry J. Kauf- 
man Advertising Agency award for 
outstanding merit among announcers 
in Washington, D. C., in a contest con- 
ducted during the last month. War- 
ren Sweeney and Lawrence Elliott, 
of CBS, placed second and third re- 
spectively. 

The Kaufman trophy was awarded 
on ballots of eight non-partisan 
judges. The contest was the first of 
its kind held by the Washington 
agency. 


Develops “Sampler” 


A new idea in paper sampling has 
been developed by Dwight Brothers 
Paper Company, Chicago. The Dwight 
Sampler consists of a cabinet of mod- 
ern design and 12 books of paper and 
paper products. Each book is num- 
bered and titled on the backbone, 
and each is of a different color, for 
easy identification. 


Plateredio Is 
Used to Show 
Paris Styles 


New York, Aug. 1.—A special ad- 
vertisement of James McCreery & 
Co., which appeared in a recent issue 
of the New York Herald Tribune, 
featured sketches of four new fall 
hats, which had been shown for the 
first time in Paris at the millinery 
openings on the previous day. 

The sketches had been rushed from 
the salons of the Parisian chapeliers 
to Le Bourget airport on the out- 
skirts of Paris and then flown to 
London, from which point they were 
transmitted to New York by photo- 
radio. 

It was learned today that the pro- 
duction department of the depart- 
ment store has already completed 
adaptations of the new hats and it is 
planned to offer them for sale early 
in August. 

Although James McCreery & Co., 
are connected with the Associated 
Drygoods Corporation of New York, 
other members of the corporation 
have not as yet arranged to use a 
joint service for this type of adver- 
tising. 


O’Shaughnessy Changes 

Colman O’Shaughnessy has_ re- 
signed from Kimball, Hubbard & 
Powel, Inc., to become assistant ad- 
vertising manager of the Equitable 
Paper Bag Company, Brooklyn. 


is a talkie slide film 
made by expert showmen 


Seared to your selling objective 
Phone |B] yetdaz LOMDed 
Lincoln Pe 5 SAT 


BIEGERS 


DUPLICATING & MAILING SERVICE 


COURT 2624... PITTSBURGH. PA. 
oe NATIONAL —e 
. SINCE 1915 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Bivd., Chicago 


An Asset to the Graphic Arts —_ 
y Used 


3Grades - ~ Light - -Mediutn and 
Heavy-$2% Per Gal. Post Paid 
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«directly narallel to sales effort 


@ No. || of a Series @ 


“Business publications provide an important, yet not 
always realized, avenue that runs directly parallel to 
sales effort. 


“Not the avenue of their ability to reach highly concen- 

trated markets devoid of waste circulation, but more 

important their editorial endeavor to create throughout 

these markets a better understanding of quality, both in 
} relation to production and sales. 


“The manufacturer who carefully studies these editorial 
trends—and who takes advantage of them in the develop- 
ment of merchandising plans— should 


find the task of creating favorable 


acceptance for his products greatly 
lessened.” 
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This advertisement and those that follow it are sponsored by these business papers: 


isi ABC-ABP Boot & Shoe Recorder (ABC-ABP Milk Plant Monthly (ABC) 
: | ar 239 W. 39th St., lle 327 S. La Salle St., Chicago ; ae. , 
' : . National Provisioner ( ABC-ABP) Wilmer H. Cordes, Advertising Manager of the Ameri- 
" American Restaurant (ABC) Domestic Engineering (ABC-ABP) 407 S. Dearborn St., Chicago can Steel & Wire Company, and nationally known as an 
5 S. Wabash Ave., Chicago 1900 Prairie Ave., Chicago is i authority in the field of Advertising and Merchandising, 
° , 9 ? Paper Industry, The (ABC-ABP) radi Pye as : ~~ 
“ nap a given many years of study to Business Publications, 
. Automobile Digest (ABC) Farm Implement News (ABC) 333 N. Michigan Ave., Chicago Farm Papers, Industrial Annuals and their relation to 
4 22 E. Twelfth St., Cincinnati 431 S. Dearborn St., Chicago Paper Mill 2S besser iy eg penny profitable marketing. For more than twenty years he 
Saker’ Helper (ABC-ABP) Hospital Management (ABC-ABP Spal (ABCLABE ply fete tlenny op sth ss TNS 
332 S. Wells St., Chicago 612 N. Michigan Ave., Chicago Penton Bldg., Cleveland that may at times be overlooked—and one we believe 
Bakers’ Weekly (ABC-ABP) Jewelers’ Circular-Keystone (ABC-ABP) Welding Engineer (ABC-ABP) to be truly important. 
45 W. 45th St., New York 239 W. 39th St., New York 608 S. Dearborn St., Chicago 
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Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 


ing them, or through ADVERTISING 
AGE. 
No. 788. An Analysis of Leading 


Magazines by Population Groups. 

A study of the magazine field, com- 
piled by Tower Magazines, Inc., from 
publishers’ statements and A.B.C. re- 
ports. 


No. 789. 
Market. 


Small town drug dealers do the 
volume of their business with farm 
trade, points out The Farmer’s Wife 
in this new booklet, which contains 
an analysis of the farm market for 
drugs and cosmetics, and the findings 
of a study of the best selling drug 
and cosmetic products among farm 
women in 1935. 


The Rich County Drug 


No. 790. Modern Food Stores. 


Three hundred profitable plans, 
pictures and ideas for operation of 
food stores have been gathered to- 
gether in this new 100-page book by 
The Progressive Grocer. 


No. 791. Motor Trucks in the Baking 
Industry. 


Baker’s Helper presents data on 
types and sizes of trucks used by 
bakers, average annual mileage, how 
trucks are purchased, average life of 
trucks, and tire purchases. 


741. Good Housekeeping Announces 
the Beauty Clinic. 


Good Housekeeping pictures its 
new beauty salon, where the maga- 
zine’s beauty editor and assistants 
will determine the practical worth 
of beauty preparations offered for 
advertising in Good Housekeeping, 
supplementing the scientific tests of 
purity and safety as conducted for 
many years by Good Housekeeping 
Bureau. 


740. NBC Recorded Program Serv- 
ice for National and Local Spot 
Advertising. 


This booklet announces that NBC’s 
program building facilities are now 
available for the effective and eco- 
nomic handling of recorded program 
problems. The entire scope of the 
NBC Recorded Program Service is 
covered in this convenient handbook. 


No. 776. KYW Areas. 


This brochure maps the primary 
and secondary listening areas of 
KYW, Philadelphia. The areas were 
determined by tabulation of all list- 
ener mail over a three-months period. 
Statistics on buying power and an- 
nual retail sales are provided, in re- 
lation to these areas. 


No. 701. Describing a Merchandising 
Service That Builds Sales in Chi- 
cago. 

An interesting brochure explaining 
in detail how Creative Displays, Inc., 
operates in window display installa- 
tion work for national advertisers. 
The various forms and checks on in- 
stallers used are included and ex- 
plained. The booklet will give many 
advertisers a new idea of the inside 
workings of a display installation 
service. 


No. 751. More Power to You! 

WOR, Newark, which recently in- 
creased its power from 6,000 to 
60,000 watts, tells how its greater 
broadcasting effectiveness is con- 
trolled to conform to population and 
distribution, and describes its new 
high-fidelity broadcasting equipment. 


No. 737. Men’s Fashions Today. 


Indicating trends in the advertis- 
ing and merchandising of men’s 
clothes, the cufrent number of this 
New York Times booklet reproduces 
recent advertisements in the Times 
and photographs of window displays 
in New York stores. It also in- 
cludes articles by fashion authori- 
ties. 


Sign Contractors to 
Meet in Cincinnati 


The 17th annual convention of 
Associated Sign Contractors of 
North America, Inc., will be held 
Aug. 13-15 at the Netherland-Plaza 
Hotel, Cincinnati. Special emphasis 
will be placed on discussion of dis- 
criminatory legislation. 

An inter-association meeting will 
be held Aug. 14. In addition to Or- 
ville J. Grisier, Denver, president of 
the A.S.C., there will be present 
H. E. Fisk, general manager, Out- 
door Advertising Association of 
America, and Joseph C. Hodges, sec- 
retary, Advertising Metal Sign & 
Display Manufacturers’ Association, 
among others. The meeting has been 
called by the A. S. C. as necessary 
to protection and promotion of point- 
of-purchase advertising. 


Leaves Corset Firm 
Jerome Sill has resigned as adver- 
tising manager of the American Lady 
Corset Company, Detroit, effective 
immediately. His future plans are 
unannounced. 


Police Gazette 
Cover Puzzles 


Art Directors 


(Picture on Page 31) 

New York, Aug. 1.—Did McClel- 
land Barclay, well known advertis- 
ing artist and illustrator, draw the 
cover of the July issue of the Police 
Gazette? That’s the question agency 
art directors and commercial illus- 
trators have been asking each other. 

The charcoal drawing done in the 
Barclay manner, of a shapely and un- 
clothed lass was signed, Calbary 
Mac. Anagram addicts hasten to 
point out the possibility of this name 
being a nom de plume of the artist 
who has illustrated advertising copy 
for such national accounts as Fisher 
Body, Cadillac, Hupmobile, Atlantic 
gasoline, Holeproof hosiery, Hum- 
mingbird hosiery, Jantzen Knitting 


Mills, Goodyear Rubber Company, 
Squibb, Community Plate, Atwater 
Kent, Ivory soap, Palmolive soap and 
Woodbury facial cream. 

The requests have been so numer- 
ous for copies of the cover that it 
has been necessary to reprint it. 

The Police Gazette becomes a 
monthly publication with the July 
issue. Its new publishers are Ed- 
ward Eagle and Harold Roswell. Mr. 
Roswell is the acting advertising 
manager. 


Hazel-Atlas Glass 


Opens Jar Campaign 


The Hazel-Atlas Glass Company, 
Wheeling, W. Va., has launched a 
campaign on Atlas E-Z Seal and 
Wholefruit jars in approximately 
175 newspapers of New York, Penn- 
sylvania, Minnesota, Oklahoma, Ohio, 
West Virginia, and Iowa. The cam- 
paign consists of ten insertions of 
100 lines each. 

Advertising stresses the fact that 
Atlas jars are individually  in- 
spected and double tested for 
strength. Readers are offered a 64- 
page recipe book containing helpful 
information about canning. Chur- 
chill-Hall, Inc. is the advertising 
agency. 


Seagram Unit Appoints 

Julius Kessler Distilling Company, 
Inc., wholly owned subsidiary of 
Joseph E. Seagram, Inc., recently 
organized, has appointed Cecil 
Warwick & Cecil, New York, 
to handle its advertising. The 
new company, with General Frank R. 
Schwengel, vice-president, in charge 
of sales and David M. Davies direct- 
ing advertising, will market two 
blends of whisky much lower in 
price than Seagram’s Five and Seven 
Crown. 


Calco Appoints Two 


W. O. Brewer has been placed in 
charge of the entire pharmaceutical 
manufacturing division of the Calco 
Chemical Company, Bound Brook, 
N. J. Lincoln Lothrop has been ap- 
pointed sales manager of the phar- 
maceutical division. 


BEFORE STREAM-LINED 
TRAINS SET NEW STANDARDS: 


nn in even a slow-moving medium 
may eventually get you where you want to go — 
if you can wait that long. But, today, advertisers 
can’t afford to wait. 


Collier’s was stream-lined for them against 


buying resistance long before trains were stream- 
lined against wind resistance. It side-tracked the 
slow-minded, self-satisfied type of reader who 
buys, if at all,when he gets around to it. And created 
a magazine primarily for the alert and the progres- 


sive—made it an expression of their own lives. 

Fresh, sparkling fiction. Timely, incisive ar- 
ticles — never dragged out in length. Editorials 
that don’t beat around old bushes or cater to 
standpat opinions. No wonder Collier’s has 
segregated the very heart of the most responsive 
market in the United States. 

For the same restless urge that sends these 
readers every week to Collier’s for new view- 
points and ideas sends them to retail counters 
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Reading Habits 
Of Britishers 
Are Surveyed 


London, England, July 15.—Forty- 
five thousand British householders 
have been interviewed in an attempt 
to determine their habits of reading 
advertising and news in national and 
London evening newspapers. 

The “average” advertisement is seen 
by 24 per cent of the men readers 
of a page and by 33 per cent of 
women readers, it was found. It re- 
ceives a glance from 13.4 per cent of 
men, 17 per cent of women; it is 
partly read by 8.1 per cent of men, 
and 13.2 per cent of women; and it 
is completely read by 2.5 per cent of 
men and 3.2 per cent of women. An 
advertisement is read by about one- 
tenth of a newspaper’s readers, it was 
found. 


The study also showed that women 
read more advertisements than men, 
that women read less news than men, 
and that they take more interest in 
strip cartoons than men do. 

Readers’ interest in various pages 
fluctuated from 15 to 99 per cent, in- 
dicating the importance of choosing 
the correct page for an advertise- 
ment. The finding that visibility of 
an advertisement is not in direct ra- 
tio to its size confirmed previous find- 
ings, that doubling the size of an 
advertisement does not invariably 
double the response. 

The six topics of news of greatest 
interest to men were, in this order: 
accidents and disasters, parliamen- 
tary reports, crime and divorce, per- 
sonal gossip, industry and commerce, 
and foreign affairs. Of greatest in- 
terest to women, in this order, were: 
accidents and disasters, crime and 
divorce, personal gossip, parliamen- 
tary reports, industry and commerce, 
and foreign affairs. 


G-M’S BOOKLET 
TELLS NEED OF 
SAFE DRIVING 


Company Continues Drive to 
Reduce Road Toll 


New York, Aug. 1—Giving indica- 
tions of increased efforts being made 
by automobile manufacturers. to 
wrestle with the problem of safety, 
a new booklet, “We Drivers,” de- 
signed to create a greater sense of 
responsibility on the part of those 
who sit behind the wheel, has been 
issued by General Motors Corpora- 
tion. 


General Motors this year has con- 
sistently featured the general safety 
characteristics of its products. Early 
this year, through Erwin, Wasey & 
Co., the corporation launched an in- 
stitutional campaign on engineering 
research in which safety was given 
prominent consideration. 

That campaign was scheduled to 
carry through the first half of the 
year. The last pieces of copy are 
now running, concluding that series 
which ran in the Atlantic Monthly, 
Business Week, Cosmopolitan, For- 
tune, Saturday Evening Post, Time 
and other magazines. Plans are 
being made to continue the activity 
for the remainder of the year. The 
safety theme will probably be em- 
ployed in the fall. 


36 Pages of Advice 


The booklet, “We Drivers,” con- 
tains 36 pages chiefly of advice to 
men and women who handle the con- 
trols. The initial printing consisted 
of 300,000. These have already been 
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for modern merchandise advertised in its pages. 
And the same feeling that they’re living in a 
changing world keeps them up to scratch on the 
thousand and one new things American manu- 


facturers are producing to help make it change. 


Show these 2,400,000 Collier’s readers and 


THE AMERICAN MAGAZINE e THE COUNTRY HOME 


their families an improved product or a better 
way and you'll flash interest instantly — and geta 
buying reaction immediately. And that means an 
immediate upward response in your sales curve! 
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GREATER SALES SPEED 
— LESS RESISTANCE 
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Budweiser ms 


“ THE ALL-YEAR“ROUND DRINK . 
CITRUS JUICE CO., 371 F Street, Distributors 


The animals are out in force, the 
bison now doing his part for dear 


old Budweiser. 


requested, necessitating a second 
printing immediately. 

About the time the institutional 
campaign began in magazines, the 
company instituted a series of three 
minute talks on safety in conjunction 
with the General Motors Symphony 
Concert Sunday afternoons over the 
NBC Blue network. They continued 
to have a place on the program from 
the latter part of January until 
Easter. The new booklet consists of 
adaptations of those talks. It was 
prepared by executives of General 
Motors and Campbell-Ewald Com- 
pany. Like the GM Buyer’s Guide, 
it contains about two pages of re- 
strained advertising of General 
Motors automobiles. 

A glance at automobile accident 
statistics reveals the reason why the 
question of safety is now occupying 
more and more of the automobile ad- 
vertisers’ minds. There has been a 
large rise in the number of auto in- 
juries and deaths in the last year 
or so. The motor manufacturers 
agree with police and traffic experts 
that the product of their industry is 
now safer than ever before, and so 
are the highways. The rising acci- 
dent toll, they believe, is due to an 
increased number of machines on the 
roads and perhaps a feeling of “ex- 
pertness” among drivers that causes 
a letdown in carefulness. 


A Delicate Problem 


The problem of publicizing this 
from the motor car manufacturers’ 
viewpoint is delicate, even as it is 
necessary. Executives of General 
Motors, and probably other manufac- 
turers, too, do not wish to frighten 
the public while driving home the 
thought that automobiles and high- 
ways are safe although drivers must 
become more cautious. Advertisers 
in the insurance, tire and accessories 
fields have brought the accident situ- 
ation boldly to the fore, leaving the 
automobile manufacturers more or 
less in a position of defense. 

“We Drivers” is one answer to the 
challenge. It stresses from the first 
line that the finest machines are 
helplessly dependent upon human 
control, although everything has been 
done to make them operate as they 
should regardless of the operator’s 
skill. Even the self-starter, it is 
pointed out, deserves its name only 
in part, and requires human atten-- 
tion. 

The commissioner of motor ve- 
hicles of Georgia has requested 
200,000 copies and intends to include 
a copy with every motor license 
plate issued. 

General Motors promotion of safety 
is prominent in its annual issues of 
the Buyer’s Guide, although in the 
consumer questionnaires on which 
the studies were based both in 1934 
and 1935, the vote on general char- 
acteristics motorists deemed most 
important in motor cars rated de- 
pendability first, operating economy 
second, and safety third. 


Publication Date Advanced 


The publication date of the Octo- 
ber issue of The FParm Journal, 
Philadelphia, was incorrectly given 
as Sept. 25, in a news story in Ap 
VERTISING AGE of July 29. The date 


should have been stated as Sept. 26. 
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HOLDS 18-DAY 
SALE; CLOSES 
FOR 2 WEEKS 


Louisville, Ky., Aug. 1.—Repeat- 
ing its last year’s sensational de- 
parture from retail tradition, Du- 
Rand's, Inc., Louisville feminine ap- 
parel shop, on July 29 concluded an 
18-shopping-days cash sale at end- 
of-August prices, then closed up 
shop for two weeks, while employes 
skipped off for vacation. 

During a week of the 1934 18-day 
sale, the volume of business was 
as great as during all of July, 1933. 
Today the not-at-home sign again 
hangs on the door of Col. Elden 
Edwin DuRand’s establishment. Du- 
Rand’s more than repeated last year’s 
success. 


Opening Day Brings Crowds 


Sales were sustained for the en- 
tire 18 shopping days of the sale, 
July 8-29, with an increase of 50 
per cent over last year’s business. 


Unparalleled crowds on the open- 
ing day necessitated services of two 
employes at the door to admit one, 
two or three shoppers at a time as 
those on the inside departed. 
DuRand’s pre-shutdown, cash sale 
in early July, with merchandise 
carrying end-of-August price tags, 
has opened up a new method of 
getting through the dull summer 
season. As Col. DuRand points out, 
his stock at the end of August 
wouldn’t be worth 25 cents on the 
dollar, whereas cash in the bank is 
worth 100 cents on the dollar. 


Radio, Newspapers Used 


DuRand’s second annual pre-shut- 
down sale was planned well in ad- 
vance, and company buyers went 
East in late June, just ahead of in- 
ventory, making purchases at prices 
which would aid in equalizing 
markdowns which must take place 
on items to be disposed of in July. 
No seconds or sub-standard mer- 
chandise was purchased or used in 
the sale. 

To advertise the sale, DuRand’s 
used 101 one-minute announce- 
ments daily and Sunday over 
WHAS, the Courier Journal and 
Louisville Times station, in addition 
to space in those newspapers on 


Thursdays, Fridays, and Sundays. 


TO THE CLIENT BEFORE 
“| THE CONTRACT Is 
\\eicep 2? " 


- 


Pe * 


FREE & SLEININGER INC. “3 


COVERING 
THE 


TACOMA 


SEATTLE 
MARKETS 


- « «+ The most complete coverage of 

any station, regardless of power, in the 

Pacific Northwest. 

1000 watts . « «© © « « » Sm ke 

ioneer CBS Station in Pacific 
Northwest 


Getting Personal 


Beautiful Betsy Barton, daughter of Bruce, is proving herself every 
inch a Barton by making an outstanding success as junior editor of 
Airwoman while still inactive as a result of a broken back suffered 
more than eleven months ago in an automobile accident. For weeks 
past she has knocked out her copy lying flat on her back and reaching 
up to a typewriter keyboard suspended over her head. Her stuff is so 
good that she is approached daily by editors of other publications who 
want her contributions. She’s going to movies in a wheelchair now 
and expects to be flying her own plane again soon. . 


Colman O’Shaughnessy, who recently left the agency field to become 
advertising manager of Equitable Paper Bag Company, is the son of 
James O’Shaughnessy, New York counselor-in-advertising. . . 


George Barthe, who has headed the agency bearing his name at 
Syracuse, N. Y., for the past four years, has sailed with his bride, the 
former Evelyn Hunn, to whom he was married Saturday, for Buenos 
Aires, where he will be advertising manager of Mayon, Limitada, a 
leading cosmetic firm... 


Bill Booth, Cecil, Warwick & Cecil space buyer, won himself a free 
lunch at the Hotel Lexington last Tuesday by correctly naming the 
eight selections played by the orchestra. He paused, but not for long, 
over the last one, ““Where’d You Get Those Eyes?”... 


Rob Misch, of Albert Frank-Guenther Law, has finished the first “List 
of Suburban Dining Places,” published by the Wine and Food Society, 
of which he is secretary. . . 


Allen Ward, BBDO writer at Buffalo and brother of Ted (Fels 
Naptha) Ward, of Young & Rubicam, has bolstered the sagging BBDO 
birthrate with a bouncing daughter. This makes a total of nine BBDO 
infants so far this year, compared with 11 screaming tykes for the 
same period in 1934. . . 


Gerald Lauck, New York Ayer head, is treading Fleet with light- 
some step, according to returning voyageurs. The Lawrenceville ten- 
nis team, which includes son Peter, has sent all British competition in 
its class down to inglorious defeat. That explains the swelling-to-burst- 
ing effect achieved by Lauck, Sr... 


Dave Kepner, of Ruthrauff & Ryan, is spending an overdue vaca- 
tion fishing and swimming up and down the Jersey coast. Dave is 
keeping a weather eye peeled for some of the business uncovered by 
Dr. Beebe and his bathosphere.. . 


John Hepburn Tinker, Mathes artist, is feeling proud about his 
first-born, Martha Ann, named after the no less proud mother. . . 


The vacation of Jack Boyle, McCann-Erickson space buyer, started 
suddenly Monday at the close of business, when he found he could get 
away. Golf and touring will be the order of his interlude... 


Dorothy Berry, BBDO writer, has returned from seeing sights in old 
Mexico, reporting gaiety, violent excitement and practically no night 
clubs at all... 


Katherine Frankenstein, also of BBDO, has just returned from a 
visit to the Canadian Rockies. Kay stopped off at Callender, Ont., for 
a rapid audience with the several Dionnes, and she believes, with 
Copy Cub, that Cecile wins hands down. . 


George McMillan, assistant managing director of the Association of 
National Advertisers, has returned from the last installment of a vaca- 
tion spent at his father’s summer place near Spencertown, N. Y. George 
was careful to keep in the shade, so that a case of sunburn wouldn’t 
subtract from his usual efficiency. . . 


Earle Pearson, managing director of the Advertising Federation, 
spent his vacation conducting his wife and son on a tour of historical 
spots in southeastern Pennsylvania, followed by a tour of fishing and 
swimming in the Poconos... 


Joe Cummings, who keeps national advertisers in line for the 
Boston Post, is giving two-six and ten for the summer book that Har- 
vard takes Yale for the football contest on Thanksgiving Day... 


There is an old wheeze about the prophet being unhonored in his 
own land, but Bill Dwiggins, author of what is asserted to be the book 
on layout, can disprove it. He was commissioned by the town fathers 
of Hingham, near Boston, where he resides, to design and lay out the 
annual town report, doing such a good job that the Boston Transcript 
reproduced the cover design in connection with a feature article. ... 

Frank Wilson Atherton, vice-president of Martin, Inc., Detroit, was 
the subject of a biographical sketch in the Detroit News on his birth- 
day, July 30. Said the story: “Mr. Atherton entered the advertising 
field in his teens and has been in it ever since.” .. 

Col. Garrit C. De Heus, vice-president of Klau-Van Pietersom-Dun 
lap Associates, Milwaukee, is back from two weeks at Camp Custer, 
where the reserve corps was staging its summer encampment... En- 
thusiastic about improving business conditions in the Far East is 
Irwin A. Viadimir, account executive in the foreign division of Maxon, 
Inc., Detroit, who recently returned from an extensive trip through 
the Orient on behalf of the agency’s clients. . . 

William B. Stone, v.p. of Potts-Turnbull Advertising Company, 
Kansas City, has been appointed assistant district director of WPA. 
He will continue his regular duties with the agency... 

When Governor Curley of Massachusetts set out on an aerial 
inspection trip of the new Cape Cod camp site and two bridges a week 
or so ago, he took several advertising men with him. Included in 
the party were John Donnelly, outdoor plant owner, R. T. Haslem, 
general sales manager of Standard Oil of New Jersey, and Thomas 
H. Taylor, New England manager of Colonial Beacon Oil Company... 

Ten-pound fish hold no lure for Phil Henriquez, western adver- 
tising manager of the St. Louis Post-Dispatch. He has left for Miami, 
Fla., committed to the project of landing a 100-pound sail fish or dying 
in the attempt. . 

Norman Gregg, of Erwin, Wasey & Co., Chicago, threw his 
annual luncheon for hungry newspaper style editors this week at the 
Merchandise Mart, the occasion being the opening of the Mart’s 
women’s, children’s and infants’ wear show. He lived up to his repu- 
tation of being one of Chicago’s most lavish hosts. . 

Preston Reed, secretary of the Financial Advertisers Association, 
is not too busy making arangements for the Atlantic City convention 
of that organization to while away odd hours on the famous beach 
walk of the Edgewater Beach Hotel. . 

Arthur Meyerhoff, head of Neisser-Meyerhoff, Chicago agency, 
seems to possess the Midas touch. The sensational spurt of the 
Chicago Cubs has kindled interest to such a pitch that the initial 
issue of Fan & Family, the new baseball mag, was sold out and the 
second will have a larger run. . . 


Push Promotion 
Of Toiletries 
Line for Men 


New York, Aug. 1.—Corcoran, 
Inc., a year-old firm engaged in the 
manufacture of a line of men’s 
toilet preparations bearing the trade 
name, Top-Flite, this month begins 
an extensive, continuous sales promo- 
tion campaign featuring full - page 
advertising in Esquire and Life. It 
is planned to add The New Yorker 
to this schedule if the sales response 
is as anticipated. 


Trade Mark for New Line 


Top-Flite is a brand name regis- 
tered by A. G. Spalding & Co., and 
used as a trade mark for golf balls 
and tennis rackets manufactured by 
that company. Special permission 
has been granted to Corcoran, Inc., 
to use the name. All Spalding retail 
outlets will carry the new line, 
although there is no other connec- 
tion between the two companies. 

The new product will be sold only 
in sporting goods stores, men’s de- 
partments of department stores and 
haberdasheries. Special display ma- 
terial is now in preparation. 

Alfred Silberstein, Inc., is the 
agency and John Orr Young is ad- 
vertising manager. 


Cowles Publications 
Open Portland Office 


The Cowles Publications, Spokane, 
Wash., including the daily and Sun- 
day Spokesman-Review, Spokane 
Daily Chronicle, The Washington 
Farmer, The Oregon Farmer, and 
The Idaho Farmer, have opened a 
new office in Portland, Ore., in the 
Terminal Sales Bldg. 

R. D. Buell, formerly in the adver- 
tising department of the home office 
in Spokane, has been placed in 
charge of the Portland office. 


RAPID 


COPY SERVICE CO. 


BRANCHES-— One 
near you to serve you 


NEW YORK 


415 Lexington Avenue 
444 Madison Avenue 


VAnderbilt 3-3680 
CLEVELAND 


Union Trust Building 


Main 9335 


CHICAGO 


110 So. Dearborn St. 
228 N. La Salle St. 
360 No. Michigan Avenue 


STAte 5977 
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McGraw-Hill Company 
Makes Staff Changes 


McGraw-Hill Publishing Company, 
Inc., New York, has appointed Keith 
Henney as editor of Electronics, to 
succeed O. H. Caldwell, resigned. 
Mr. Henney was formerly managing 
editor. Donald Fink has been pro- 
moted to the position of associate 
editor. 

J. H. Rudd, who has been manager 
of Electrical World, has been made 
manager of group accounts for the 
Atlantic district, effective Aug. 15, 
extending his activities to all Mce- 
Graw-Hill publications. He will be 
succeeded at his former post by W 
K. Beard, Jr., who has represented 
Electrical Merchandising, Radio Re- 
tailing, and Electronics in the Cleve- 
land district office. Leonard P. Canty, 
formerly Western manager of Talk- 
ing Machine World, now Radio Mer- 
chant, succeeds Mr. Beard, Jr., in 
Cleveland. 


Four Firms Name 
Emil Reinhardt Agency 


Ponten Mfg. Company, maker of 
reading stands, and Bell Packing 
Company, olive packer, both of Berk- 
eley, Cal., have appointed Emil Rein- 
hardt Advertising Agency, Oakland, 
to handle their advertising. 

The Bureau of Electricity, of Ala- 
meda, has appointed the agency. 
Newspapers, direct mail, and outdoor 
posters will be used. The Central 
Bank of Oakland has also named the 
agency, to direct a campaign using 
newspapers, outdoor posters, direct 
mail, and theater advertising. 


_|Inc., will eclipse the success of its 


“Pages” f 
that SELL. 


Four pages—one sheet 
of sturdy bond paper 
—covering 11 major 
headings about radio, 
newspapers, farm, 
trade or general maga- 
zines (regional or national)—now help publishers and 
broadcasters to.sell more space or time. Furnish iafor- 
mation this modern way. Agencies also use AMA 
forms as | **questionnaires.’’ ¢¢ Send for samples today, 
on your | head. No obligation te buy. 
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BOCES 


“FOUR PAGES’ 


Reg. U. S. Pat. Off. 


for an outside room with 


bath, shower and radio 


at the 


Lexington Ave. at 49th St. 
New York City 


“The Truly American Hotel 
with American Traditions” 


One of New York’s larg- 

est and newest hotels 
containing 800 outside rooms. 
Located in the center of the 
world’s greatest business-shop- 
ping district—the Grand Cen- 
tral Zone. 

Life, gaiety, 
Dine and Dance under 
the stars 
Two orchestras 


CASINO -IN-THE-AIR 


New York's Largest Open-Air 
Roof Restaurant 


BEIR REPEATS 
FALL DRIVE ON 
ABC PERCALES 


New York, Aug. 1.—Indications are 
that the sixth “Back to School” 
campaign of Arthur Beir & Co., 


five predecessors, which promoted 
August and September sales of ABC 
percales. 
In addition to color copy in pat- 
tern books, the program this year 
includes a contest for display men 
of retail establishments selling ABC 
percales. Mailing pieces and free 
newspaper mats are included in the 
materials supplied, along with coun- 
ter cards and giant color posters 
blown up from the page advertise- 
ments. 
The Beir “Back to School” cam- 
paign is larger than in previous 
years. Results to date indicate, how- 
ever, that the advertising costs will 
be no greater than in the past. The 
Grey Advertising Service, Inc., is im 
charge of the account, with Arthur 
C. Fatt as executive. 
Thus far, 850 large department 
stores have agreed to put on the 
ABC promotion, and the firm’s sales 
staff is not yet finished with its job 
of covering the field. The stores 
have agreed to sponsor the window 
display for which the Beir organiza- 
tion supplies materials, to buy a 
representative amount of the fab- 
rics featured in the advertising, and 
to high-light the percales in store 
displays and their newspaper adver- 
tising. 

Uses Fashion Books 


In getting the idea across to mer- 
chants and buyers, the company’s 
55 salesmen used a _ presentation 
which showed exactly how each ad- 
vertisement is supported by supple- 
mentary materials. In four sections. 
the portfolio described plans for 
copy in the Butterick, McCall and 
Pictorial fall fashion books, and pro- 
motion in connection with Simplicity 
patterns. 

The national advertisements in 
the Butterick and McCall fashion 
books involved the firm’s pioneer- 
ing in the use of color photography 
in the books. This technique is also 
used in the Pictorial fashion book. 
In each section, 21 swatches showed 
the ABC percale colors and patterns 
which the pattern companies will 
present during the fall. 

In the case of the first three pub- 
lications, the advertisements, each 
with the same text but different 
color photographs showing their 
separate use of different ABC pat- 
terns and with different swatches 
produced at the bottom, have been 
made into counter cards and blown 
up into giant color window cards. 
The newspaper mats in each case 
depict the fashion books styles, and 
give the key numbers to the pat- 
terns used in home dressmaking. 


Give Display Prizes 


No advertisement, of course, was 
made up for the Simplicity tie-up, 
but instead there is a mailing piece 
supplied free to stores carrying 
dressmaking patterns of this brand. 
The newspaper mats feature Sim- 
plicity styles in the same manner 
as the others do for Butterick, Mc- 
Call and Pictorial fashion books. 

Sixty-five prizes to display mana- 
gers in the window display contest 
ending Sept. 15 range from $5 to 
$200 each. Windows must be de- 
voted exclusively to ABC percales 
and only patterns featured by the 
pattern services above mentioned 
may be used. The posters must be 
used. 

The “Back to School” program, 
according to Mr. Fatt, is one of the 
few promotional ideas in this field 
having repetitive worth year after 
year. Each time the campaign has 
paid for itself. Estimated cost of 
the current campaign will not ex- 
ceed five per cent. 


Leaves Hart Vance 
Charles F. Keebaugh has left the 


British Organizations 
Plan Co-op Campaigns 
The laundry industry of Great 
Britain has started consideration of 
a cooperative advertising campaign 
larger than any yet staged by the 
industry. The proposed plan to in- 
duce greater use of laundries by 
housewives calls for an annual ex- 
penditure of £100,000, the sum to be 
raised by contributions of ten shil- 
lings a week from each laundry. 
The Boot Trades Federation will 
conduct an advertising campaign to 
create ‘“foot-consciousness” among 
Britishers, and to emphasize the dan- 
ger of wearing down-at-heel shoes. 


T-L-D Agency Moves 


The New York offices of Tracy- 
Locke-Dawson, Inc., have been moved 
from the 28th and 26th floors of the 
building at 22 E. 40th St., to new and 
larger quarters on the fifth floor of 
the same building. Recent additions 
to the agency’s staff made extra space 
necessary. 


LaMonica Organizes Firm 


Thos. P. LaMonica of New York 
City and Santa Monica, Cal., has or- 
ganized the firm of Thos. P. La- 
Monica & Associates, public relations, 
with offices at Centre Square at Lehns 
Court, Easton, Pa. 


Lester Harrison 
Forms New Company 


Harrison, Gardner & Rothschild, 
Inc., 48 W. 48th St., New York, has 
been reorganized as Lester Harrison 
Advertising. 

Lillian Harrison, formerly associ- 
ated with Cramer-Tobias Company, 
in charge of production, will act in 
= capacity for the new organiza- 
tion. 


“Travel” in New Home 


Travel Magazine, New York, has 
moved to larger offices at 116 EB. 16th 
St. The new telephone is Stuy- 
vesant 9-2929. 


unusually high levels. 


in Omaha, annually. 


paper. 


Hart Vence Company, Chicago. 
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OMAHA Makes More Butter 
Than Any Other City 
in the World! 


With FOOD its greatest industry, Omaha has been most fortunate during recent years. 
Employment in creameries, packing plants, flour mills, cereal mills, etc., has been maintained at 


Omaha is the leading butter market of the world! Over 40,000,000 Ibs. of butter is made 
108 creameries throughout Nebraska produce over 100,000,000 Ibs. 
each year. This, and other food industries, employ many thousands of well-paid workers, 
making Omaha one of the very richest markets. 


You can cover the Omaha market, thoroughly, with only | newspaper. The World- 
Herald is delivered by carrier boys to mare than 84%, of the families in Omaha . . . reaches 
over 76%, of all the city-and-town homes in its 12-county No. | market, including Omaha 
. .. reaches an additional 60,000 throughout Nebraska and Western lowa. 


Local merchants, National advertisers and Classified users all agree the World-Herald is 
FIRST for advertising results. They use far more space in the World-Herald than in the 2nd 
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Hearings on Copeland 
Bill Continue; Varied 


Views Are Considered 


(Continued from Page 1, Col. 5) 


would have this provision strength- 
ened and more explicit. 

It was his view that many un- 
constitutional matters were allowed 
to creep into bills due to misunder- 
standing and, he suggested, so that 
members of the bar would have the 
opportunity of appealing to the 
courts. 


Urge Aid for Secretary 


It was proposed, and the Commit- 
tee indicated its interest, that a 
committee be appointed to aid the 
Secretary in promulgation of stand- 
ards relating to foods. Mr. Allen 
would have two of its members 
chosen from the Food and Drugs Ad- 
ministration, one a recognized agri- 
cultural chemist, one a food analyst 
with experience in enforcing state 
pure food laws, and one a home 
economics worker experienced in 


diet and nutrition, preferably from 
a recognized agricultural college. 

The present bill makes insuffici- 
ent allowance for practical experi- 
ence, Mr. Allen argued, allowing for 
only three men and women who 
were active in the examination of 
foods and experienced in nutrition- 
ary sciences. 

Mrs. Harvey Wiley urged prompt 
enactment of the bill in behalf of 
women’s clubs and kindred organ- 
izations, reminding the Committee 
that it was Theodore Roosevelt who 
signed the original measure and 
that it would be fitting that his kin 
should sign this one which, she 
said, has his whole-hearted support. 

Some conflict of views resulted in 
the charge of Representatives Wil- 
cox, Sears and Peterson, all of 
Florida, over the “artificial color- 
ing” clause. It was contended that 
this will decrease sales and con- 


sumption of citrus fruits. The arti- 
ficial coloring of oranges and other 
citrus fruits has been practical 
since 1911, it was pointed out, and 
the public has not suffered. To sud- 
denly label the products “artificially 
colored” could cast suspicion upon 
the fruits and bring about a decided 
loss, according to the Florida Con- 
gressmen. C. C. Commander, rep- 
resenting the Florida Citrus Ex- 
change, supported this view and 
urged that specific exemptions be 
provided in the bill. 


The same argument relative to 
artificial coloring was advanced by 
John J. Smith, representing ice 
cream interests of Ohio. He held 
that the colors now used in the 
frozen creams were not injurious or 
harmful, but that the use of a label 
or statement in advertising would 
raise that doubt in the minds of the 
consumers. Furthermore, since the 
Copeland bill would be applicable 
only to interstate commerce, the lo- 
cal manufacturer of ice cream 
would have a considerable advan- 
tage since he would not be required 
to state that coloring was used. 


Jacobs Gives Views 


William P. Jacobs, representing 
among others the Institute of Medi- 
cine Manufacturers, was requested 
by the subcommittee to place in the 
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record the names of manufacturers 
who are members of the association 
and of the products produced by 
them. This was promised for a fu- 
ture session, but Mr. Jacobs said 
that in the case of the individual 
products permission would first 
have to be secured. 

Saying that he also represented 
a group of religious publications 
whose circulation was largely in 
Southern states he entered a briet 
in their behalf which questioned 
the constitutionality of the Cope- 
land bill, saying that it was “cap- 
able of a multiplicity of interpreta- 
tions.” 

“We question the wisdom of such 
an elaborate bureaucratic set-up,” 
the document declared, “and we 
question whether it is in the inter- 
est of public health, or in accordance 
with the Constitution. 

“The bill provides for factory in- 
spection which will, in our judg- 
ment, be impractical, impossible of 
execution with a limited appropria- 
tion, and which will lead inevitably 
to an examination of secret proc- 
esses and formulae by agents of the 
government. We believe that such 
a step is unwarranted and not in 
the interest of public health, and 
that it can easily lead to the ac. 
quiring of personal property with- 
out due process of law.” 


Mead Explains Bill 


Registering support for the Cope- 
land bill as passed by the Senate, 
A. T. Falk, research director of the 
Advertising Federation of America, 
testified that the measure was sat- 
isfactory. However, Ralph O’Bear, 
counsel for Lydia E. Pinkham Medi- 
cine Company and Representative 
Mead, New York, opposed the bill 
chiefly because it placed sweeping 
authority in the hands of the Sec- 
retary of Agriculture and displaced 
the Federal Trade Commission. 

Representative Mead gave the 
first explanation of his bill, intro- 
duced several months ago and de- 
signed as a substitute to the Cope- 
land measure. He argued that in- 
stead of an entirely new bill, there 
should be a measure which would 
preserve the continuity of court de- 
cisions on the present pure food bill 
and thus cooperate with state agen- 
cies, many of which had passed co- 
operating legislation. Under ques- 
tioning, he admitted that some parts 
of the Copeland bill might well be 
incorporated in his’ bill and 
promised at a later time to identify 
the sections. 

The New York representative 
sharply criticized the Pure Food 
and Drugs Administration for its 
campaigning in behalf of a new bill. 
He held that it would have been 
better had its officials presented 
their critical program to Congress 
years ago, rather than to stir up 
public support. He asked why the 
Pure Food and Drug Administration 
had not made its demand for the in- 
clusion of cosmetics and advertis- 
ing within the law several years 
earlier, saying that had this been 
done, Congress would long ago have 
settled the matter. 

Counsel O’Bear was _ pointedly 
questioned by subcommittee chair- 


man Chapman relative to an alleged 
“pink slip” protest of the Lydia E. 
Pinkham Medicine Company. The 
“protest” was said to have been cir- 
culated asking that congressmen be 
appealed to so that the Copeland 
bill be defeated. The protest al- 
legedly requested that the request 
be destroyed. 

Mr. O’Bear denied knowledge of 
the protest or its use, saying that 
he was not objecting to the Cope- 
land bill as a whole but merely to 
the placing of advertising features 
within the jurisdiction of the De- 
partment of Agriculture rather than 
the Federal Trade Commission. 

Asked for his views as to the fre- 
quently mentioned multiple seizure 
clause where the product had been 
misbranded in a manner to be 
“grossly deceptive,” Mr. O’Bear ob- 
jected to the term “grossly decep- 
tive,” as “being too broad and 
dangerous,” adding “what might ap- 
pear grossly deceptive to one man 
may not to another.” 

He summarized the position of 
the medicine company which he 
represented: “All we want is that 
the control of commercial advertis- 
ing of drugs, which is no different 
from the advertising of washing 
machines, be not placed in the 
hands of the Secretary of Agricul- 
ture, who is to be the judge, juror 
and prosecutor all in one.” 

The Manufacturing Chemists’ As- 
sociation, represented by W. M. 
Watson, seriously objected to the 
requirement which holds a medi- 
cinal chemical to be misbranded if 
it does not provide complete direc. 
tions for its use on the label. He 
pointed out that chemicals might 
have hundreds of different uses for 
a product, and asked for an exemp- 
tion in the bill in the case of chem- 
icals requiring further processing. 

The International Association of 
Ice Cream Manufacturers, through 
Robert C. Hibben, joined in earlier 
testimony to the protest on stating 
that artificial coloring was used, ar- 
guing that this requirement merely 
provoked misunderstanding and in- 
creased sales resistance. 


Florida Ad Fund to Be 
Spent Without Overhead 


Funds derived from the campaign 
now being conducted by the Govern- 
or’s All-Florida Advertising Commit- 
tee will be expended entirely on na- 
tional advertising, and without a 
cent of overhead expense, Ralph 
Nicholson, general manager ef the 
Tampa, Fla., Daily Times, and a 
member of the committee, told the 
Tampa Advertising Club. 

Mr. Nicholson stated that efforts 
to use the fund as a means of doling 
out jobs in its administration have 
been blocked, and that the money 
will be spent soundly and economic- 
ally in Northern advertising medi- 
ums. None of the $390,000 fund, 
which the committee expects to raise, 
will be spent in Florida. The club 
adopted a resolution endorsing the 
campaign. 


Ad Club Plans Tourney 


The Cleveland Advertising Club 
will hold a golf tournament at the 
Sleepy Hollow Country Club Aug. 
16. It will be sponsored by the 
club’s graphic arts and artists groups. 


The Chicago Office of 


Advertising Age 


is now located at 


100 E. OHIO STREET 


Call DELaware 1337-8-9-40 
for all departments. 


—— ee 


‘ ‘g . 
: : : j __ i aetna camemeitai ita aii eee eaalaa ee Be = | 
z ’ 
E ay | 
| } 
. : 
ite Res sek | 
Se ceies | a : | 
os i 
eo ee om 
Soe net 
ee 
ee 5 | 
ae y rs a | 
ral i die : | 
er ae ae | ee 
— a aretha | 
ine aie ae a " 
<i Es Gj NG EE OOOO | 
ae on peta eee ‘ | Se | 
rec ieee ‘ / 
Le i 
4 € S [A R { , 
sis ’ ( | 
ae pene ae : \ | 
eo 
Se a cs V4 4 | 
: : 
-_-= 
ee a ee —?—- 
lc Meee en: ' ie | 
DO Nd j; 
Roepe wud: g 
Se. en 
= a \\ Y 
- aa 3 = 
Re aa : | 
‘3 ait ee ; . | : _— 
b t = ie Aa : | | 
ee ee : | | 
Sige wes ees | : Y | 
ote Ww ame : | 
+ ~eN 
ini aa ~ | 
oe tea oOo ‘ | 
| Ga / 
| } 
2 = a ye we e <: ail Cx | : 
oii pa is : 
ar” < eT, b | PO | 
Deny ae apace: YS 
aie: aes 1 , 
Bs 7 ) 
Sie ae 
ee | 
hs — Sc aaEEEEREEEEE ee 
foe er an | 
iS eels 
cage Pee | 
| i 
: t 
; 
| 7 
: 
7 
‘ 
7 
i 
- 
} 
' 
q : : as : 2 eh Ses Tee Sete, Fie 
| Se” : 
= « ¢ wee ? < — 
| =z Non I, ina oe 
| ee PE FS 
; : 
; 
‘ a 
| & 
| . 
Ff 
| ¥ 
J aa ‘ae “5 | | 
4 ane : ; : tor : : a ee . : ae ai cia) eae : ui ¥ e pais 8 se eiet Nia Rao oh Sin a ees ee ati aes ae eat eR Dee Ml ee ae Me Bil ne Senta. ae Sea rine peas gre penn sar FeAl aoe raat 
a Sane e pai: ek NRE Ree) eager een " ae 2 : oe as bg as a eee ae EN : : i Lice eae edie uauaicl a cl. 
ae: Seay eee ce Rice peg ga Dy tae tn ite nee ea ee es ges Pa tee ' Dis eae eae re ae us po : 
PERM e eee)? 0s eae ar etre S80) So Nampa eae Ee Seis > «NER aA Ns RRO gu ig iad a D4 ari ol A ee Ua Ba GaN es aes - + : sy al ede ge yeaa c ‘ : cr Sar 5 ; 
Se ee eee oe eye Basen 5 ae ai oe Peer ee Rm es See ee Pagel deepen aa hay Sen dat saat apn ae) Se ei ao): Gee ied =, SS ee eR hea RR OLGA ERC a as MPR RR aR NG Ll Gor ay a a MM ED Nhe aid ne es ee Soe nk el a Se ol Ee fir yl) Se tae ae Si mi ana af 2) Soe One « Boe ie aed tat 


a a 2 ars we. 


oe 


aut | -§ Oe Ow 


i 
i 
| 
i 


August 5, 1935 


ADVERTISING AGE 


27 


WILL CAPITALIZE 
ON SUCCESS OF 
CALOX CONTEST 


Bridgeport, Conn., Aug. 1.—Coin- 
cident with announcement of winners 
in the highly successful $25,000 con- 
test which climaxed the organiza- 
tion’s largest national advertising 
campaign for Calox tooth powder, Mc- 
Kesson & Robbins, Inc., has an- 
nounced plans for a new advertising 
effort to be launched at once. 

The purpose of the new drive is to 
capitalize fully on the success of the 
contest, winners in which represented 
339 cities and towns throughout the 
country. 

Checks and certificates have been 
signed by officials of the 102-year old 
pharmaceutical manufacturing con- 
cern for 605 winning entrants in the 
contest and an additional 500 dentists 
and druggists who also shared the 
awards. 

The top prize of $2,500 cash went 
to Mrs. Alice W. Gidley, librarian of 
a public library in North Dartmouth, 
Mass. A woman also won the second 
prize of $1,000 cash. She was Susan 
K. Gillean, of New Orleans, executive 
secretary of the Children’s Bureau of 
the Louisiana Society for the Preven- 
tion of Cruelty to Children. 

One of the three $500 checks 
awarded third place winners was cor- 
ralled and kept in the advertising 
industry by A. I. Dutton, of St. Louis, 
Mo., an advertising agency represen- 
tative. His fellow winners in third 
place were Celia Coakley, of Cleve- 
land, a factory worker, and Dr. Ed- 
ward Pelham Kerper, of Harrisburg, 
Pa., a physician. 

In addition to the five capital 
prizes, there were 200 awards offering 
winners a choice between $50 in 
dental work or drug store merchan- 
dise or $40 in cash, and 400 awards 
of $25 in dental work or drug store 
merchandise or $20 in cash,, . 

Entrants were asked to tell in 60 
words or less “How Calox cleans ‘The 
Forgotten 60’ and why this is im- 
portant.” Prize winning answers 


were judged on the basis of clarity 


of expression, sincerity and sound- 
ness of statement by Jerry McQuade, 
editor of Drug Topics; Mrs. Christine 
Frederick, household economics edi- 
tor of The American Weekly, and 
H. M. Faust, of the Curtis Publishing 
Company. 

A special department was created 
at the company’s offices here to 
handle the tremendous volume of 
mail and detail which the contest 
created. 


Hold “Classified” Sale 


A three-day cooperative classified 
sale was staged July 25-27 by eight 
department stores in Green Bay, Wis. 
Using the classified columns of the 
Green Bay Press-Gazette of July 24- 
26, to advertise the sale, each store 
listed its bargain items in one col- 
umn of an eight-column page. 


Maine Promises 
Cooling Breezes 
In Timely Copy 


Boston, Mass., Aug. 1.—Just when 
the current heat wave was at its 
zenith, the State of Maine ran small 
but provocative newspaper advertise- 
ments, tying in exactly with weather 
conditions. 

Bold face type proclaimed, “Tem- 
perature in Maine—yesterday, 68 de- 
grees; in the city, 97 degrees.” The 
State of Maine is “air-conditioned” 
by ocean currents from its 2,500-mile 
coast and cool breezes from nearby 
mountains, copy continued. 

“No one ever wilts in Maine!” per- 
spiring city dwellers read further. 
“You eat well. You sleep well. You 
feel well. Get out of the heat... 
come up to Maine. . . and see what 
it’s like to live in comfort in the 
middle of summer.” The campaign 
was placed by the Boston office of 
N. W. Ayer & Son, Inc. 


English Society 
Draws Up Rules 
For Advertising 


London, England, July 25.—The 
Newspaper Society of London has 
cautioned its membership against 
accepting advertisements of medi- 
cine which claim to cure certain 
diseases, and has urged censorship 
of a wide variety of advertising 
copy, in a recent folder issued by 
the Society. 

A newspaper, the Society warns, 
should refuse to accept “advertise- 
ments claiming to cure cancer, con- 


sumption, arthritis, diabetes, epi- 
lepsy, fits, locomotor-ataxia, lupus, 
paralysis, Bright’s disease, blind- 


ness, or any structural or organic 
ailment of the auditory system.” 

It is stated further that “adver- 
tisements of birth control books or 
requisites should be accepted or re- 
fused according to each newspaper’s 
policy; but any which appear to 
deal with abortion or other harm- 
ful practice should, of course, be 
refused.” 

The Society has also recom- 
mended that no advertisement con- 
taining any reference to “sponsored 
wireless programs” should be ac- 
cepted. 

Newspapers should also refuse 
advertisements making a_ general 
claim to cure deafness, the Society 
states, adding that instruments, etc., 
may justifiably be advertised as 
aids to hearing or as relieving deaf- 
ness: All such copy should be scru- 
tinized to see that it does not by 
direct inference suggest a cure, 
however. 

Under the heading “ ‘Knocking’ 
Advertisements,” the Society points 
out that “advertisers or agents of- 
fering advertisements attacking or 
reflecting upon the methods, serv- 
ices, or products of other adver- 


Salary. 


Help Wanted 


Two thoroughly experienced adver- 
tising solicitors for business magazine. 
Immediate. 

history. Confidential. 


Address Box 5000, Care of 
Advertising Age 
330 W. 42nd St., New York City 


Please give full 


tisers should be required to amend 
copy by deleting the offending ref- 
erences. Such advertisements are 
bad for advertising generally, and 
also may involve newspapers in 
libel actions.” 


Notables’ Eyes 
To Be Featured 
In Lamp Drive 


Salem, Mass., Aug. 1.—Eyes of men 
—and women—who have made his- 
tory in their respective fields will 
be featured by the lamp division of 
Hygrade Sylvania Corporation in a 
fall campaign. Brief mention of this 
promotion was made in ADVERTISING 
AcE of July 15. 

McClelland Barclay, noted artist, 
will initiate the series with a tribute 
to Hygrade lamps. Others whose eyes 
will be pictured are Bobby Jones, 
Bill Tilden, Gene Sarazen, Ely Cul- 
bertson and others famous in the 
world of sport and art. 

Roger A. Poor, advertising man- 
ager of the lamp division, said that 
Sylvania Products Corporation, one 
of the two companies merged to form 
Hygrade Sylvania Corporation, coined 
the slogan, “For Better Light—Bet- 


ter Sight,” eventually adopted by the 
Edison Institute for its Better Light- 
Better Sight campaign. This phrase 
was first used by the company about 
five years ago. 

As to other canfpaigns featuring 
eyes, Mr. Poor explained that it is 
natural for manufacturers of incan- 
descent lamps to turn to this subject 
in their advertising. 

“It can scarcely be expected that 
any one advertiser can corral all the 
eyes in the United States, however,” 
said Mr. Poor. 


Jones and Kowalski 
Win Golf Tourney 


J. C. Jones, John H. Dunham Com- 
pany, shot low gross at the golf 
tournament of the Chicago Federated 
Advertising Club at Wilmette Aug. 
1. His score was 38-40-78. Joe Ko- 
walski, John Budd Company, took low 
net with 90-30-68. 

Using the chip system, the follow- 
ing were foursome winners: 1, Harry 
Kovatz; 2, Wilson Wadsworth, John 
Budd Company; 3, Fred B. Snite, Jr., 
Local Loan Company; 4, Carman 
Thomson, Household Guide; 5, R. 
Swartwout, Bakers’ Helper; 6, Stan- 
ley Anderson, Berlit-Anderson-Mar- 
lin; 7, Norman McCormack, Capper 
Publications; 8, Russell Van Gunten, 
Lord & Thomas; 9, David Preston; 
10, Ann Marti, New York Sun; 11, 
James P. Johnson. 


The Week's 
New Programs 


New radio programs, changes in 
types of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio adver- 
tising. 


Aug. 8 
The Climalene Company, for 
water softemer. Renewal. “Clima- 


lene Carnival.” Thursday, 11:30 to 
12 noon, EDST, over 13 stations of 
NBC Red network. Originates at 
WMAQ, Chicago. Agency, W. S. 
Hill Company, Inc., Pittsburgh. 


Aug. 9 


Colgate-Palmolive-Peet Company, 
for Palmolive soap. New. “Palm- 
olive Beauty Box Theatre.” Friday, 
9 to 10 p. m., EDST. Rebroadcast 
from 11:30 p. m. to 12:30 a. m,, 
EDST, over 64 stations of NBC Blue 
network. Originates at WJZ, New 
York. Agency, Benton & Bowles, 
New York. 


licit your confidence? 


radio plans, may we in all modesty so- 


We’ve got a whole file-full of smart ideas 
and proven programs—the sort that build 
returns, produce business, increase bill- 
ings for our agency friends and their 
clients, for ourselves and our clients! And 


that’s what makes the world go ’round! 


FREE, JOHNS 


“Suppose you. plan a program IF J at” 


F YOU are sort of going stale on your We've got a lot more to offer than mere 


time on a list of swell stations. Almost any 


kind of job in the radio business is our 


business: We can furnish complete statis- 
tical data on any station or any commun- 
ity; help build your programs; select your 
talent; handle your auditions; clear your 
time, etc., etc., etc. 

Will you call—or shall we deliver? 


& FIELD, INC. 


Associated with Free & Sleininger, Inc. 


Radio Station Representatives 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 

110 East 42nd St. 180 N. Michigan New Center Bldg. Russ Building C. of C. Bldg. 

Lexington 2-8660 Franklin 6373 Trinity 2-8444 Sutter 5415 Richmond 6184 
wesc .. . Charleston WDRC . . (CBS) . . .Hartford WMBD (CBS) . . . . Peoria 
wis ... (NBO). . Columbia WKZO .. Kalamazoo WPTF (NBC). . . Raleigh 
WALU.. . Columbus WNOX =. (CBS) .. Knoxville WDAE_. (CBS) Tampa 
woc .. (CBS) . . Davenport WMAZ . (NBC). .Macon KTUL . . (CBS) . . Tulsa 
WDAY . (NEO). . Fargo | aR are . Portland 
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@ Only keen reader interest can complete the 
connection between a magazine’s advertisers and 
its circulation. How well Mill & Factory editors 
have done their job is attested by the fact that this 
publication has just set all time records for both 


number of readers and volume of advertising. 


il’ 


NEW YORK 
205 E. 42nd St. 
6 


CHICAGO 


Advertising Offices: 


333 N. Michigan Ave. 


DIRECT COLOR PHOTOGRAPHY USED ON 24 SHEETS 


This 24-sheet, which appeared on the West Coast recently for Safewa 
the first use of direct color photogra le in outdoor advertising of a Kod product. 
signed by J. Walter 


hompson Company, 


Stores, Inc., is believed to include 
The poster was de- 


end posted by Foster & Kleiser. 


GENERAL FOODS 
MAKES MARKET 
TESTS OF CAL-X 


New York, Aug. 1.—In a half dozen 
cities in various parts of the country, 
the General Foods Corporation has 
started tests of the market possibili- 
ties of Cal-X, a new product used 
with soap and in rinse water in all 
kinds of washing, according to C. H. 
Gager, sales and advertising man- 
ager. Newspapers are being used in 
the tests. 

One of the appeals used is self- 
cleaning. At Ft. Wayne, Ind., a large 
display of white space was made in 
the 600-line advertisement of the Cal- 
umet Chemical Company, Joliet, IIl., 
General Foods subsidiary. 

“Are you trying to tell me that now 
my bathtub will actually clean it- 
self?” said the line above the illustra- 
tion, a woman pointing toatub. The 
answer, bracketed, was “yes” and all 
that was said in addition was, “Cal-X 
is coming.” 

According to Mr. Gager, Cal-X is 
the result of six years of research 
carried on at the Mellon Institute 
and the Hall Laboratories in Pitts- 
burgh. Exhaustive tests showed that 
Cal-X increases the efficiency of any 
washing operation and sets a new 
standard for cleanliness. 

A “water conditioner,” it is used 
with soap in wash water or alone 
in rinse water. No soap residue or 
precipitate is left on the garments or 
skin. Young & Rubicam, Inc., is in 
charge of the advertising. 


‘Let’s See Your 
Paper,’ Is Space 
Buyer’s Advice 


Providence, R. I., Aug. 1—‘Para- 
mount in my mind, as a space buyer, 
is the problem why so few newspaper 
publishers display their most im- 
portant wares—the newspapers them- 
selves,” George W. Danielson, adver- 
tising counsel, told ADVERTISING AGE 
in a discussion of newspaper sales ac- 
tivities today. 

“Perusal of the newspapers them- 
selves offers the best source of in- 
formation to the space buyer. If I 
were buying space for a beauty prep- 
aration, I would seek those news- 
papers running the best editorial 
material on beauty hints. Those 
newspapers might not necessarily be 
those offering the largest coverage. 

“Out of six newspaper publishers 


+\with whom I recently corresponded 
+ | in a large Eastern city, only one sent 


me a copy of the newspaper itself. 


=| All, however, sent me figures and 


facts to show their coverage. As a 
space buyer, I am not satisfied with 
these figures and facts. I want to 
see the newspapers themselves. 

“In my periodical files, I have twice 
as Many magazines as newspapers on 
file yet I buy a great deal more space 
in newspapers than in magazines. I 
would like to see newspaper publish- 
ers realize the importance of placing 
copies of their papers in the hands of 
space buyers because these are their 
best salesmen.” 


Ohkehs Potato Bill 


Governor Philip LaFollette on July 
24 approved a bill to appropriate to 
the Wisconsin department of agricul- 
ture and markets as a nonlapsible ap- 
propriation, the sum of $6,000 to ad- 
vertise and promote sale of Wiscon- 
sin potatoes. 


Atwater Kent Returns 


to Network Sept. 19 


Atwater Kent Mfg. Company will 
return to the airlanes Sept. 19 with 
a half-hour program to be heard 
weekly over a nation-wide Columbia 
network from 8:30 to 9 p. m., EDST. 


The new series will retain the orig- 
inal features of the Atwater Kent 
hour—the presentation of eminent 
concert or operatic artists with a 
large concert orchestra. 


Starts “Farm Power” 


Farm Power has been launched in 
Madison, Wis., as a successor to the 
American Thresherman, and is being 
published by Bascom B. Clarke As- 
sociates, Inc. L. A. Clarke is presi- 
dent of the new publishing firm, and 
Fred T. Finn is secretary-treasurer. 
E. W. Hamilton is editor. 


Superior buying 
judgment is a trait of 
the leaders in almost 
every line of business 
—in the matter of catalogs as 
well as everything else... A 
few may demand the best at 
any price, due to the nature of 
their business .. . The majority 
are willing to add an average 


INN 


WHY LEADERS LEAD 


of 18% to the first cost of an 
old-fashioned tight-bound cat- 
alog, to save an average of 
41% on unit cost per year over 
a four-year period. Both char- 
acteristically choose the Heinn 
loose-leaf system. W rite for in- 
formation ‘to THE HEINN 
COMPANY, Dept. 815,326 W. 
Florida St., Milwaukee, Wis. 


U Uber BINDERS 


Originators of the Loose-leaf System of Cataloging 
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Kotex-Kleenex 


, Reform System 
Of Wholesaling 


(Continued from Page 1, Col 3) 
orate on this announcement, it stated 
that it will employ any legal means 
necessary to accomplish the sought- 
for results—affording retailers of the 
United States a fair margin of profit 
on its merchandise. 

“With few exceptions,’ the com- 
pany pointed out, “the wholesalers 
from whom you have been purchasing 
these goods before are now consti- 
tuted factors (sales representatives) 
of our company.” 


Has Legal Background 

The courts have ruled in numerous 
cases that any manufacturer may de- 
cline to sell to any wholesaler or 
dealer for his own reasons—in other 
words, that he may select his own 
outlets and is not constrained to sell 
all. The company apparently is tak- 
ing advantage of this decision to 
weed out wholesalers who have failed 
to follow suggested prices. 

International Cellucotton Products 
Company is also issuing a folder to 
retail druggists pointing out the 
folly of attempting to match every 
low price flaunted by a competitor. 

“Most of your customers know and 
the balance are rapidly learning,” 
said this folder in part, “that cut- 
prices are a ‘racket.’ They have all 
had the experience of trying to make 
purchases at stores where cut prices 
are featured, only to have sales peo- 
ple endeavor to switch them from the 
cut-price items. One or two expe- 
riences of that kind and the customer 
is through trying to match wits with 
such ‘tricksters’.” 

The company urged its retail 
friends to avoid the vicious circle of 
trying to meet prices of every com- 
petitor by giving good service day 
in and day out. 

As for the prices on its own prod- 
ucts, it said: 

“In our mutual interest we ask 
your cooperation in the advertising 
and displaying of Kotex and Kleenex 
at prices which will be not less than 


those suggested in our published 
schedules. These are the minimum 
prices suggested for our items. 

“We do not expect it will be nec- 
essary for you to make these mini- 
mum prices your every-day prices. 
They are suggested for use only 
under the most unusual competitive 
conditions.” 


Rules Liquor Ads Are 
Legal in North Carolina 


Advertising of alcoholic beverages 
by newspapers, magazines or other 
periodicals published in North Caro- 
lina is legal under a 1935 statute of 
the general assembly, the states at- 
torney general’s office at Raleigh held 
in an advisory opinion July 29. 

While holding that manufacturers, 
distributors and retailers might ad- 
vertise beer and domestic naturally 
fermented wines, the opinion set 


forth that liquor legalized under the|° 


New Hanover and Pasquotank acts 
in several eastern North Carolina 
counties may be advertised only as 
to brands by the manufacturer or 
distributor not offering his product 
for sale at any particular place. 


Urges National Co-op 
Campaign by Bankers 


A national cooperative advertising 
campaign to resell private banking to 
the American public is necessary if 
banks do not wish to have the govern- 
ment take over their business, R. E. 
Doan, president of the Denver Na- 
tional Bank, Denver, Colo., has stated 
in an article in the August number 
of The Bankers Magazine. 

Such a campaign could be financed 
at a cost to individual banks of as 
low as five cents per $1,000 of each 
bank’s total assets, it is stated. Mr. 
Doan reports recent investigations 
have shown that a large minority of 
the public favor “nationalization” of 
banks, without realizing what such 
a step would mean to the average 
man or woman. 


Gets Mallory Business 


The Mallory Hat Company, Inc., 
Danbury, Conn., has appointed Mod- 
ern Art Studios, New York and Chi- 
cago, to design, construct, and oper- 
ate an itinerant window display pro- 
gram to be offered retailers in the 
fall. The displays will feature the 
Mallory Cravenette process, through 
use of a mechanical device. 


to 


ST. PAUL 


dl 


They TURN the DIAL 
tc 1460 


. . . and it stays there! 


Northwest's radio audience finds the 
Star Programs of the Red and Blue 
Networks—exclusively on KSTP! 


And that's just another reason why 
KSTP dominates the 9th U. S. Retail 
Market—that Metropolitan Trading 
Area of Minneapolis and St. Paul 
where 74.3c out of every retail dol- 
lar in Minnesota are spent—and why 
KSTP commands 50.1°% of the total 
Twin Cities’ radio audience! 


For the authentic Ernst & Ernst Sur- 
vey which certifies these facts, write 


GENERAL SALES OFFICE, KSTP, 


Minneapolis, Minn., or to our 


NATIONAL REPRESENTATIVES: in 
New York—Paul H. Raymer Co. ... 
and in Chicago, Detroit, San Fran- 
cisco—John Blair Co. 


DOMINATES THE 9th U.S.RETAIL MARKET 


Because that's where the 


WESTERN CHAIN 
STORES BATTLE 
MUTUAL ENEMY 


(Continued from Page 1, Col. 2) 
us to raise prices to what they charge 
or go out of business .. .” 

“Who wants this tax? Middlemen 
who want to restore wasteful meth- 
ods. They—not the independent re- 
tailer—will profit most from this tax. 
This means $48,000,000 a year added 
costs to the people of California due 
to wasteful methods and inefficiency 


The advertisement states that chain 
stores in California “pay their 50,000 
employes higher wages than do their 
competitors,” that they buy $230,000,- 
000 worth of California food products 
every year, pay millions of dollars 
in rent and taxes, and save consum- 
ers ten per cent of their bills for 
food, drugs, clothing and necessities 


Raises Many Questions 


The text of the message raises 
the problem of increasing unem- 
ployment and increasing the extent 
of real estate vacancies. It asks, 
“Why let our competitors use the 
machinery of the state . . . to drive 
us out of business and raise your 
costs $48,000,000 a year? Why let 
them pay $1 a year store tax and 
charge us $500 a year for each store, 
and force us to pass this charge on 
to you or quit business?” The public 
was exhorted to write or wire the 
governor to veto the impending bill. 

Mediums in the fight for this ad- 
mittedly lost cause consisted of prac- 
tically every available one that could 
be scheduled at once. The campaign 
employed 64 newspapers, with two- 
color advertisements in the metro- 
politan areas; double’ street-car 
cards; one of the most extensive 
outdoor postings ever conducted in 
this state; and spot radio time as 
well as 15-minute programs over sta- 
tions KPO, San Francisco; KNX, 
Los Angeles, and KFSD, San Diego. 
Other methods were also used to im- 
press the public with the gravity of 
the bill. The campaign employed 
legitimate merchandising methods in 
addition to primary mediums; pack- 
age inserts and “point of sale” dis- 
play reinforced the other advertising. 
The entire campaign was directed by 
the San Francisco office of J. Walter 
Thompson Company. 

The campaign found such strange 
companions working together, per- 
haps for the first time in public 
print as Safeway and A. & P., The 
Owl Drug Company, and Shumates 
Prescription Pharmacies, Woolworth 
and Kress. The bill, as designed, 
affected practically every line of busi- 
ness except service stations, which 
were exempted before it went to the 
governor for signature. 

Many California business men and 
lawyers express doubts as to the 
legality of the measure. In addi- 
tion to the prospects of a referendum 
on the law, it is expected that an- 
other, and perhaps heavier adver- 
tising campaign will be waged in the 
near future. 


Swafford Resigns to 
Establish Own Agency 


Charles K. Swafford, vice-president 
in charge of advertising and sales, 
National Hotel Management Com- 


pany, New York, has resigned to 
form his own agency, Swafford and 
Koehl, Inc., 551 Fifth Ave. New 
York. 


Peter Hilton has been promoted to 
take charge of Mr. Swafford’s former 
duties as general advertising man- 
ager. Prior to joining the hotel 
chain, he was connected with Lord 
& Thomas. Howard F. Hohl, for- 
merly sales manager of the Hotel 
New Yorker, has been appointed gen- 
eral sales manager of the National 
Hotel Management Company. 


Gets Pilsener Account 


The Pilsener Brewing Company, 
Cleveland, has appointed Hubbell 
Advertising Agency of the same city 
to handle its advertising. Newspa- 


pers, radio, and outdoor posters will 
be used. 


Stedman Made Vice- 
President of Bluebell 


William M. Stedman has been ap- 
pointed vice-president in charge of 
sales for Bluebell Importing Corpora- 
tion, distributor of Hildick’s Apple 
Jack, King William VOP Scotch 
whisky and Vicker’s gin. 

He was at one time manager of 
the New York office of George Har- 
rison Phelps and more recently was 
sales manager of Collins and Aikman. 


To “Minneapolis Star” 


Wayne Tiss, former program di- 
rector of KRNT, Des Moines, Ia., has 
been made promotion manager of the 
Minneapolis Star. He will also di- 
rect activities in connection with the 
Star’s news broadcasts over WCCO. 


“Good Housekeeping” 


Features Patterns 


Beginning with the September is- 
sue, Good Housekeeping Magazine, 
New York, will publish special groups 
of patterns styled by Helen Koues, 
director of Good Housekeeping Fash- 
ion Salon, and supplied by Pictorial 
Pattern Company. 

The development is based on the 
revival of interest in home dressmak- 
ing leading to a demand for patterns 
produced from Parisian sources. 


On Dole’s List 


The news story dealing with the 
Dole pineapple campaign, published 
in the July 29 issue of ApvVERTISING 
AGE, by error omitted Country Life 
from the list of magazines being used 
for one phase of the campaign. 


425 So. Wabash Ave., Chicago, lil. 


KAUFMANN-FABRY - 


Recognized for Excellence in All Forms of 
Commercial and Illustrative Photography 


MOST THOROUGHLY EQUIPPED PHOTOGRAPHIC 


When deadlines haunt you, and when 
the budget is limited, often there is 
neither time nor money to have photo- 
graphs specially made. Then ... you'd 
value this 132-page catalog of "ready to 
use" stock photographs. 


Reproduced are more than 1,000 
Kaufmann-Fabry illustrations, conveniently 
classified by subjects. Prints for repro- 
duction may be rushed by messenger or 
air mail. Because it frequently suggests 
headlines or copy themes, because it 
saves days and dollars, you will find the 
Kaufmann-Fabry Illustration Library worth 
its weight in five dollar bills. 


Your copy is ready—you can get it 
without cost under the terms below. 
a _— 


nei 


MONEY-BACK 
touPon 


Kaufmann-Fabry 
. Wabash Ave., Chicago 

I understand this request will 
bring me the Kaufmann-Fabry 
Illustration Library, a looseleaf 
binder of stock photographs, and 
that supplementary sheets will be 
sent me _ periodically without 


of 
lined in the book, 


Name ...cccccscccecsecccteccers 
osbnncesdesenneseseeseene 


LANT IN AMERICA 


Why 


* asveciont ... on the East 
Side, short walk to Advertis- 


choose from. 


14 East 28th Street 


Advertising Men 
Stop at the Prince George 


ing Club. In the zone of month. Daily from $2 single, 
quiet. Several bus and sub- $3 double. Suites also mod- 
way lines within one block of erate. Meeting rooms, ban- 
our door. Two automobile quet rooms for groups, con- 
entrances. Ample parking ferences. Just the place to stop 
space. when the family goes away. 
* Good Food . . . The Prince George is famous for fine food, particu- 


larly New England dishes. The Old English tap room is also a delightful 
spot to dine and refresh a tired advertising man. 


Prince George Hotel 


Just Off Fift 
Alburn M. Gutterson, Manager 


So Many 


% Reasonable . . . large rooms 
with bath as low as $40.50 a 


Five restaurants to 


Avenue New York 
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August 5, 1935 


Clab Has Outing 


The annual outing of the Milwau- 
kee Advertising Club was held July 
27 at the Cedar Beach Country Club, 
near Port Washington. Frank W. 
Wood was general chairman for the 
outing. 


Is Export Business 
a Secret? 


No. 


There is no secret to selling 
goods abroad. There are men, or- 
ganizations and media available to 
help you add from five to twelve 
states to your business U. S. A. 


Investigate export. We will be 
ad to assist you in a survey of 
Latin-American market. 


Cine-Mundial, the mag- 
azine of the Spanish 
home, has helped 
America’s leading manu- 
facturers build profitable 


sales volumes in all 
Spanish-speaking coun- qs” 
tries. 


Leading International Spanish Magazine 
516 Fifth Avenue New York 


NEW YORK MILK 
CONTROL LAW IS 
UPHELD BY COURT 


Advertised Brands Get Set- 
back in Latest Legal Tilt 


New York, Aug. 1.—The New York 
milk control law, authorizing own- 
ers of unknown brands of milk to 
sell to stores at a price one cent 
below that of “well advertised” 
brands, was held constitutional this 
week by a special court comprised 
of Federal Circuit Judge Learned 
Hand and District Judges A. C. Cox 
and Henry W. Goddard. 

While further court action is prob- 
able, the decision stands for the mo- 
ment as a sweeping victory for un- 
advertised brands of milk. 

The New York milk control law 
was passed March 30, 1934, and re- 
newed last January to April, 1936. 


It applies only to New York City. 
It provides specifically that “any 


One of a Series— 


Conversations Between 
Advertising Representa- 
tives of THE UNITED 
STATES NEWS and 
Prominent Buyers of 
Advertising Space. 


Just what do you mean, 
Mr. Criswell, by “Magazine 
Perspective with Newspaper 


ARTHUR C. SMITH 
Director of Media 


J. M. Mathes, Inc. 
122 East 42nd Street, New York 


The United States News brings 
its readers up-to-date on each 
subject discussed, Mr. Smith, 
and shows them the real sig- 
nificance of events. It pre- 
sents magazine perspective 
with newspaper speed. When 
The United States News goes 
to press on Saturday, it con- 
tains all the news and inter- 
pretation of National Affairs 
It is delivered 
to our readers over the week- 
end while the Government 
rests, and is read as far West 
as Kansas City on Monday. 


for the week. 


EDGAR G. CRISWELL 


Advertising Representative 
The United States News 
New York City 


ADVERTISING DEPARTMENT 


The Anited States Netws 


The Weekly Newsmagazine of National Affairs 
Published at Washington 


New York Office Cuicaco OFFICE 
247 Park Avenue 180 N. Michigan Avenue 
MAGAZINE PERSPECTIVE WITH NEWSPAPER SPEED 


milk dealer not having a well estab- 
lished trade name in a city of more 
than 1,000,000 inhabitants may sell 
milk to stores at a price not more 
than one cent below the price of 
such milk sold to stores under a well 
advertised trade name.” 

The Milk Control Division of the 
New York State Department of Agri- 
culture ruled that Borden, Sheffield, 
Dairymen’s League and Renken’s 
Dairies, doing about 32 per cent of 
the New York City milk store busi- 
ness, possessed the kind of well ad- 
vertised trade names the lawmakers 
had in mind. 


Borden Brings Suit 


Borden brought suit against the 
state, alleging violation of the Four- 
teenth Amendment, which guaran- 
tees against deprivation of property 
without due process of law. It lost 
in the district court, but won when 
the case reached the Supreme Court. 
That august body remanded the case 
with a curt notice to the lower trib- 
unal to investigate the facts thor- 
oughly. “Novel if not unique” was 
the description of Chief Justice 
Hughes. He remarked further that 
the statute seeks to take away eco- 
nomic advantages “which are not 
only lawful, but which have been 
generally commended and fostered.” 

The lower court appointed Charles 
C. Burlingham as special master to 
investigate the case and he also 
made a report definitely unfavorable 
to the statute. He has been over- 
ruled by the special court, paving 
the way for a new appeal to higher 
authority. 

The statute reduced sales of Bor- 
den alone almost 7,000,000 quarts, the 
company testified. 


Language of Court 


The current decision contains the 
following language: 

“Independent dealers on some oc- 
casions before Nov. 1, 1931, and until 
April 1, 1933, tried to sell bottled 
milk to stores at the same price as 
that charged by the plaintiff and 
Sheffield Farms; in each case they 
were compelled by loss of business 
to resume their earlier and lower 
prices. 

“During the period mentioned, sev- 
enty-one customers when offered the 
several brands at the same price 
would usually take a bottle of the 
plaintiff’s or Sheffield Farms milk 
in preference to that of an independ- 
ent dealer. 

“The plaintiff protests that this 
(the differential provision) is to de- 
prive it of a commercial advantage 
which it is entitled to exploit to the 
full: the result of the long-estab- 
lished reputation of its milk. If that 
reputation tells the truth, its milk 
is really of a different grade, and 
the classification was right; if it does 
not tell the truth and the plaintiff 
has been persistently misleading the 
public all along, certainly the Legis- 
lature might neutralize a spurious 
advantage in order to protect those 
who have not achieved a similarly 
undeserved reputation. 

“And quite independently of that, 
if the Legislature really did suppose, 
as it had been told, that, put on even 
terms, the “independents” would be 
put out of the market, it was a tol- 
erable policy not to foster the con- 
centration of a whole market into a 
few hands, or even into large units.” 


WMAQ to Increase Power 


WMAQ, the Chicago Daily News 
station, which is owned and operated 
by National Broadcasting Company, 
will increase its power from 5,000 to 
50,000 watts early this fall. In prep- 
aration for the power increase, a new 
490-foot vertical radiator and 50,000- 
watt broadcasting plant is being 
erected at Bloomingdale, IIl. 


Helen Hayes to Headline 
Sanka Coffee Broadcast 


Helen Hayes, outstanding stage and 
motion picture star, will headline a 
new Sanka coffee program to be pre- 
sented by General Foods Corporation 
every Tuesday starting Oct. 1. NBC 
will carry the broadcast. 


Wilson to Woodward 
John B. Woodward, Inc., national 
advertising representative organiza- 
tion, has appointed Leo Wilson, for- 
merly advertising director of the 
Omaha World-Herald, as manager of 
its newly established Los Angeles 


office. 


INDEPENDENT GAS 
INTERESTS MAKE 
PLEA TO PUBLIC 


Price War ‘Rages in Wis- 
consin County 


Milwaukee, Wis., July 31—An 
urgent appeal for public support for 
independent gasoline dealers was 
made here yesterday, as a gasoline 
price war raged in Milwaukee county. 

Headlined, “Is the Gasoline Price 
War an Attempt to Drive Out Inde- 
pendents?” the first copy in the in- 
dependents’ campaign appeared in the 
Milwaukee Journal. It was signed 
by 13 independent gasoline jobbers, 
the Associated Trackside Companies 
of Wisconsin, Retail Gasoline Asso- 
ciation of Milwaukee, Inc., and the 
Wisconsin Petroleum Association. 

“The Wisconsin operations of the 
national chain companies are confined 
to retail distribution,” copy declared. 
“By showing a loss in their retail 
activities and taking their profit in 
their producing and refining activi- 
ties, the payment of Wisconsin state 
income taxes can be avoided. 

“In spite of the fact that the for- 
eign owned major oil companies— 
that is, the large national chain fil- 
ling stations—claim a loss for state 
income tax purposes, they recently 
reduced the retail price of gasoline 
to a point where it is impossible for 
the independents to exist, . . 

“What will happen to the price of 
gasoline and oil after the independent 
is out of the way?” copy inquired. 

Will Hold Hearings 

Independent oil companies were 
notified July 26 by the state depart- 
ment of agriculture and markets that 
it would take jurisdiction of a com- 
plaint against major corporations and 
hold hearings on the charges. Juris- 
diction for the new hearing will be 
taken by the marketing division 


under the powers delegated to it by 
the unfair practices statutes. 

Coincident with the independent 
companies’ request to be allowed to 
file a complaint, a bill was introduced 
in the legislature July 26 to place 
with the department of agriculture 
and markets the same control over 
gasoline that it now has over milk, 
with a provision for the licensing of 
all oil dealers and the power of rev- 
ocation of the licenses upon finding 
of unfair practices. 

Some doubt exists as to the consti- 
tutionality of the bill, since the 
United States Supreme Court has 
held that gasoline is not a necessary 
product, such as milk. 

Cooperatives dealing in gasoline 
also will be represented at the hear- 
ing. There are claims by some of 
the cooperatives that they too, are 
discriminated against by some of the 
larger companies. It is reported that 
the Shell company is leasing some of 
its stations to cooperatives, all of 
them in Vernon county now being re- 
ported under cooperative control. 


Dameron Is Named 


Joel E. Burghalter, president of the 
Advertising Club of the Columbus, 
O., Chamber of Commerce, has an- 
nounced that Dr. Kenneth Dameron, 
head of the advertising department 
of the college of commerce, Ohio 
State University, will head the club’s 
program committee for next year. 


Rickard with Agency 

Carroll H. Rickard has joined the 
staff of Larchar-Horton Company, 
Providence, R. I. He was for four 
years in newspaper advertising work, 
and served as advertising manager of 
Callender, McAuslan & Troup Com- 
pany, Providence department store. 


On “Sunkist” List 
Ladies’ Home Journal, Macfadden 
Women’s Group and True Story are 
included in the list of magazines to 
be used in the new California Fruit 
Growers Exchange campaign for Sun- 
kist oranges. 


Maxon Advances Kelley 
Franklyn Kelley, for the past five 
years assistant to Rocco DiMarco, 
Maxon art director in Cleveland, has 


been named art director in the New 
York office of that agency. 


Radio 


Rapio Guipe’s circulation 
tirely to reader demand; 


terly periods show: 
1933—Ist Quarter 


1935—lst Quarter 


*Audited A.B.C. figures 
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Kakional THhtedSis Ine. 


Announces its appointment as exclusive 
National Advertising Representative of 


Guide 


growth has been due en- 
96% of its circulation is 


sold over the newsstand and this phenomenal growth 
is emphatic proof of its interest to its readers. 


A digest of its circulation figures for quar- 


163,194* 
118,648* 

70,436* 
126,432* 


278,487* 
319,657* 
254,339 
332,691 


416,999 


. The last two quarters of 1934 
and first quarter of 1935 publishers statement in A.B.C. 


An exhaustive study of this circulation as well as its distribution 
has convinced us that Rapio Gume through its exclusive and 
utilitarian appeal to the American radio audience has earned its 
place as a primary and important advertising medium. Abundant 
and authentic proof will be submitted to confirm this conclusion. 


Walionsal hteSia lie. 


BOSTON 
Old South Bldg. 


DETROIT. MICH. 


CuHar_es Spencer Hart, Chairman 


NEW YORK 


60 East 42nd Street 
Tel. MUrray Hill 2-4962 


W. H. Jounson, President 


CHICAGO 
2750 Lakeview Ave. 
LOS ANGELES 


Quinby Bldg. 
650 So. Grand Ave. 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


FRIENDLINESS KEYNOTE OF NEW ASSOCIATED OIL DISPLAY 


Current 24-sheet of Associated Oil Company, San Francisco, in which the “friendly service" theme is 


stressed. 


"This company has experienced considerable success in emphasizing the friendly angle in mer- 


chandising its products," says Harold R. Deal, advertising manager. 


CREATES STIR IN ART CIRCLES 


MESSAGE CHANGES 
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Cover of the July "Police Gazette," signed "Calbery Cam," but 
attributed by many New York artists to McClelland Barclay. (Story 
on Page 22.) 


THE CAN APPEARS IN STRANGE PLACES 
ety Fe pe 
wees are 8 


as, of NPY £ 1 


The appetizer is being served right from the can in this photograph 

made for Wheeling Steel Corporation by Giovanni Suter, Chicago, 

for use in Ductillite tin plate advertising. Critchfield & Co., Chicago, 
is the agency. 


One of the "Talky-Tyres,"" made 
by Talky-Tires Company, 400 N. 
Michigan Ave., Chicago, which 
has been installed on 150 sales- 
men's cars for Wm. Wrigley Com- 
pany. Three messages appear in 
rotation, at five-second intervals, 
in the "window" at the top of the 
tire cover. The device requires a 
minimum of electrical energy for 
its operation. 


TURNS AUTHOR 


Phillips Lord, famous as Seth Par- 

ker, has turned his talents to the 

writing of script for the new 

"G-Men" series being sponsored 

over an NBC network by Chevro- 
let Motor Company. 


ANIMALS FEATURE NEW CURITY DISPLAY 
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Kendall Mills, of which Lawrence Davis is advertising manager, is 

currently supplying dealers with this unique animal display for Curity 

pre eg Harrison Cady, New York, depicted the animals. Rich- 
ardson, Alley & Richards Company is the agency. 


KITCHEN UTENSILS GET GAY NEW DRESS 


Before and after photograph of Androck balanced kitchenware, 
product of Washburn Company, Worcester, Mass. The new designs 
were created by Henry Dreyfuss. 


HUGE NEW SPECTACULAR LIGHTED IN CHICAGO 
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One of the largest spectaculars in the world, this Seagram sign, 

designed and erected by Federal Electric Company, was put into 

action this week. It is located on the top of the |. C. Dowie Bldg., 

overlooking Michigan Ave., Chicago, and is 117 feet high and 

114 feet wide. The animated seal, which balances the ball with 

the initial "S" in it, is 60 feet high. The sign is a combination of 
lamps and Neon. 
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There comes a time when even the evening 
get-together fails to get results, and the red hot re- 
hearsal of the old arguments leaves the sales force 
cold. But just present the old arguments to the new 
customers in The News and watch the salesmen get 
together on getting orders! The News is one stimulant 
that never fails with salesmen because it never fails 
with sales. And it saves the salesmanager’s energy 
and the firm’s selling expense as well! 
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